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‘ The Most Remarkable House In America 


12 ERE is the most remarkable house in America because . i 
in it resides, not a family, but a great idea—the idea | 
of so building that rust has no opportunity to enter. 


uo 
—) 


-- This modern replica of John Howard Payne’s ‘“‘Home 
Sweet Home,”’ a gift to the nation from its women, was 
recently erected in Washington, on a lawn adjacent to the ¥ 
5 White House. Copper, Brass and Bronze have been used in We have told all about the 
such a way as to afford protection against rust-ruin at a 
very small initial cost. 





rust-proofing of ‘‘ Home Sweet 
Home” in the newest piece of 


a Copper leaders and gutters and Copper flashings, literature, printed for distri- 
3 Brass pipe and fittings in the plumbing, Solid Brass bution by you, with your name 
S and Bronze hardware—the reasonable investment against on it, to send to your list of 

rust which the Copper and Brass industries recommend in customers and friends. Tell us 
7 order to avoid the wastage by rust of other metals in service how many copies you want. 
es for which they are unfit. No charge whatever. 


ti 


Hundreds of thousands of people have already visited 


*“‘Home Sweet Home.” These, and the millions more who CO PPER iy BRASS 


om see our advertising, have firmly fixed in their minds the idea RESEARCH ASSOCIATION 
that Copper and Brass are the certain means of avoiding rust. ts Broadway ~ New York 
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ARE STOVES AND RANGES JUST A SIDE LINE IN 
YOUR STORE—WHY? 


Judging from the amount of advertising 
of stoves and ranges that is done by retailers 
in that line—the stove department is very 
much of a stepchild in too many stores. 

Just why this should be the case is rather 
difficult to see, for whenever you find a real 
stove merchant, he will tell you that for the 
investment necessary it is one of the best pay- 
ing departments—if not the best—in his 
whole store. 

And it is not only in the matter of adver- 
tising that this line is unfairly treated. 

In many stores the stove department is lo- 
cated in a place where the light is poor, and 
the stoves are so crowded together that the 
salesman simply cannot make an intelligent 
showing. 

Some dealers—and the word is used advis- 
edly as against “merchants’”—make use of 
their line-up of kitchen ranges to store all 
sorts of stuff, so that if a customer should 
happen to express a wish to look at them, it is 
necessary first to remove the miscellaneous 
aggregation of kettles, mouse traps, wash 
boards and what not before the salesman can 
show any of them. 

In the show window of a Cleveland store, 
located on one of the principal streets, a kitch- 
en range was used as a sort of table on which 
piles and piles of articles entirely foreign to a 
kitchen were grouped. 

Who would be likely to notice the range in 
such a display? 

There are certain seasons when ranges and 
heating stoves sell easier than at others. Right 
now we are entering on one of those periods, 
and the most should be made of the oppor- 
tunity. 

But you cannot make the most of this op- 


portunity by using your ranges for. shelving. 

You cannot get the most out of it by stick- 
ing the stoves in some out-of-the-way place, 
jammed so closely together that there is no 
chance for really showing them. 

You cannot reap without doing real work. 

It takes real planning—and then real sales- 
manship. 

And with salesmanship we mean not sim- 
ply the “gift of gab” that may come in handy 
once the prospect comes into your store, but 
rather the ability to locate the prospects and 
to induce them to visit your stove depart- 
ment. 

For just as sure as there is a sun and a 
moon, the man who “waits” for stove cus- 
tomers to tell him that they are in the market, 
just so soon will the other fellow who hunts 
for prospective buyers gobble up the prospect 
who might possibly have thought of “seeing 
what Jones can do on stoves.” Jones was con- 
tent to wait, but Smith went out and located 
the prospect, and Jones never got a chance to 
show what he could do. 

There will be plenty of stoves and ranges 
sold this Fall, but the great majority of them 
will be sold by the real stove merchants who 
believe in treating a line with the best that 
can be done. 

And that means: 

Prominent display in the store. 

Regular advertising in the newspapers and 
by mail. 

Consistent hunting for prospective buyers. 

In other words—treat your stove depart- 
ment as one of the real profit-producing parts 
of your store. 

Then your stove department will pay a big- 
ger profit on your investment. 
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Random Notes and Sketches. 


By Sidney Arnold 




















Congratulations are in order! I 
received a delightful surprise the 
other day when news reached me of 
the arrival of a seven-pound boy in 
the home of Mr. and Mrs.-E. C. 
Taylor. Mr. (“Buck”) Taylor, as 
of course you all know, is the very 
popular Sales Manager of the Pre- 
mier Warm Air Heater Company, 
Dowagiac, Michigan. John Rich- 
ard, as the younger “Buck” is 
named, arrived September 22, and 
now the future prospects of the 
Premier Warm Air Heater Com- 
pany are assured. 

K * KK 

E. B. Langenberg, of the Haynes- 
Langenberg Manufacturing Com- 
pany, has joined the ranks of the 
fashion exponents. The other day 
when he arrived in Chicago for the 
Midland Furnace Club meeting he 
was all dressed up in a new hat with 
a red feather, and he told me—not 
in confidence—that he is wearing 
one of those things that women have 
been accused of checking before 
stepping on the dance floor. 

“E. B.” is getting along very nice- 
ly, and shows no bad effects from 
the operation for appendicitis which 
he underwent last summer. 

* * * 


Dave Haines was mad. One of 
his men had failed to come to work 
and had given no reason for his ab- 
sence. 

“Has he failed you often before?” 
somebody asked. : 

“No,” stormed the boss. “This 
is his first time, and, by jinks, I’ll 
see that it’s his last.” 

“Been working for you long?” 

“About fifteen years. Oh, wait 
till I get hold of him! I'll tell him 
what I think of his kind. I could 
see when I hired him that he wasn’t 
steady.” 

As you know, Dave is in the ven- 
tilating business in Chicago and also 
serves as Secretary of the Chicago 
Sheet Metal Contractors’ Associa- 
tion and as Vice-president of the 


National Association. 
very often get excited, but who 
could blame him this time? 

* *K * 

Edmund H. Eitel, Vice-President 
of the Special Chemicals Company, 
lost a full-blooded Airedale terrier, 
and the question of the compensa- 
tion to be given to the finder, if the 
dog were returned, was under dis- 
cussion between Mr. Eitel and a 
friend. 

“It will be a heavy reward to 
pay,” said Mr. Eitel. 

“No doubt,” said the friend. 

“About fifty dollars,” sorrowfully 
murmured the owner of the canine. 

“Most likely,” said the friend. 

“I wish the dog had stayed at 
home.” 

“It would have been less expen- 
sive.” 

“He was a rare and handsome 
animal,” 

“Nothing like him in the city.” 

“Pedigree and style considered, 
worth fully $200.” 

“And the finder will be aware of 
that, too,” cried the friend. 

“Afraid so.” 

“Better have your check ready for 
sixty dollars,” added the friend. 
“The dog is sure to be returned.” 

“Hate to have to do it, but a $200 
dog is worth it, I suppose.” 

Just then a boy appeared with a 
note for Mr. Eitel. It read as fol- 
lows: 

“Will you please give me fifty 
cents for returning your yeller 
dorg? I hate to ask so much, but 
I had to feed it for two days.” 

x * * 


“Don’t go by appearances,” said 
W. B. Greenlee, of the Northwest- 
ern Stove Repair Company, to me 
the other day while we were at 
lunch, and then he told the follow- 
ing as an illustration (we had been 
talking about a man whose name 
has recently been in the newspapers 
rather prominently and not particu- 
larly in a complimentary manner) : 


He doesn’t - 
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“A clergyman substituting for g 
friend in a remote country parish 
was greatly scandalized on obsery- 
ing the old verger, who had taken 
up the collection, quietly take a fifty- 
cent piece before presenting the 
plate at the altar-rail. 

“After service he called the old 
man into the vestry and told him 
with some emotion that he was 
caught in the act. 

“The verger looked puzzled for a 
moment. Then sudden light dawned 
on him. 

“*Why, sir, you don’t mean that 
old half dollar of mine. Why, I’ve 
led off with that for the last fifteen 
years.’ ” . 

“Waiter,’ growled Gus Ruhling, 
of the V. & B. Tool outfit, the other 
day up in Milwaukee, “I should like 
to know the meaning of this! Yes- 
terday I was served a portion of 
apple pie twice the size of this.” 

“Indeed, sir!” replied the waiter. 
“Where did you sit ?” 

“By the window,” answered Gus. 

“Oh, that explains it!” said the 
waiter. “We always give the people 
at the window a large helping. It’s 
a good advertisement !” 

*x* * ok 


Some of those fellows who think 
that their position is of such great 
importance that the business with 
which they are connected cannot get 
along without them, might read the 
following with benefit to themselves, 
maybe: 

No Man Is Indispensable. 


I care not what your place may be— 
A job that’s most laborious 
With a mighty little salary, 

Or one that’s fat and glorious; 
But, be your labor great or small, 
Of this you must be sensible— 
Some other guy can do it all: 
No man is indispensable! 


When you begin to swell with pride 
And cater to the gallery, ees 
And put on lots of “dogs” and “side 
Because they’ve raised your salary, 
Why, then’s the time you’ll tumble quick, 
Such ways are indefensible; 
Some other guy can do the trick: 
No man is indispensable! 


It’s well enough to know your worth, 
And know just what to do with it, 

But don’t imagine that the earth 
Will quit when you are through 

with it; 

No, it will roll upon its way, 
And—what seems reprehensible— 

Sorre other guy will draw your pay: 
No man is indispensable! 
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Meeting of Minds Across Retail Counter Object 
of All Industrial Operations 


R. J. Schwab & Sons Company, Milwaukee, Wisconsin, Recog- 
nize Their Responsibility in Sales End of Furnace Industry. 


N analytical observation of the 
A manufacturer, jobber and re- 
tailer interests will prove that there 
is only one place that the sale is 
made and that is over the counter. 
The manufacturer makes the prod- 
uct, the wholesale merchant takes the 
product from the manufacturer and 
distributes it among the retailers; 
therefore, the jobber is a distributor, 
and the goods have not yet been put 
to the use for which they were 
made; no _ sale has yet been 
made. The job of selling rests with 
the salesman who stands behind the 
counter; he is one of the most im- 
portant links in the entire chain of 
marketing; upon his ability to sell 
the products in stock depends the 
frequency with which further or- 
ders are placed. What good would 
a well-oiled smooth-running job- 
ber’s machine be if the retailer could 
not dispose of the stock over the 
counter. 

Over the counter then is the place 
where both the jobber and the man- 
ufacturer as well as the dealer him- 
self should direct their efforts if 
they wish to move their goods. 

There are three ways in which 
more goods can be sold; namely, 
make more counters, put better 
sales ability back of these counters 
and increase the number of people 
that come before the counters. This 
can be done by training the salesmen 
in good salesmanship and by edu- 
cating the people through advertis- 
ing just how your product can be 
of service to them. 

There is no line of industry in 
which these facts stated above have 
been more fully appreciated than in 
the warm air heating industry. 
Manufacturers of Warm Air Fur- 
naces have been unusually quick to 
ferret out the points in their chain 
of activity which needed the great- 
est stress, but they have not stopped 
here. They have backed up their 
findings with real live action in the 


way of dealer advertising. The 
accompanying reprinted advertise- 
ment of R. J. Schwab & Sons Com- 
pany, Milwaukee, Wisconsin, mak- 
ers of the Giltedge Furnace, shows 
how this company is carrying out 
an educational policy to push Gilt- 
edge Furnaces. 

This company, with over fifty 
years of experience in the heating 
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industry, certainly must have come 
up against the real problem of dis- 
tribution and selling, and we can 
take their ad as a typical example 
of what the manufacturer is doing 
to help push sales. 

We know that there is only one ex- 
planation and that is that the prob- 
lem of advertising the product does 
not rest entirely with the retailer 
nor with the jobber, if there is one, 
nor with the manufacturer. These 
men are all engaged in making a 
profit from the same product and 
the sooner they all realize that the 
size of their profits depends, in the 
final analysis, upon the strength of 





Harvard Plumbing & Heating Co. 


103 South Ayer St. 
Shop. Telephone, 315-J 


Harvard, Illinois 


Residence Phone, 318-M and 15g 


Advertisement Indicates Way in Which R. J. Schwab & Sons Company, 
Milwaukee, Wisconsin, Are Meeting Sales Problems. 
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the point where there is a meeting 
of the minds of the consumer and 
producer the sooner they will join 
hands and make more profit and 
make the consumer better satisfied. 





Sunbeam Furnace Warms 
Consumer Through Installer Aid 
from Fox Furnace Company. 
Advertisers who are in the front 
rank in advertising circles today are 
those producers who have recog- 
nized that the sales end of the busi- 
ness is equally as important as the 
production end. These men have 
had foresight enough to see that un- 


Castings 


delay. 


301 Burnet Street. 








Buy Comfort— 
Not a Pile of 





The Sunbeam Furnace is not simply a large metal 
drum with a fire pot and a few odd castings. It isa 
scientifically designed, carefully proportioned heating 
plant—the outcome of many years of close application 
to home-heating problems and their solution. We'll 
be glad to give you an estimate. Drop in. Don’t 
Colder weather is just around the corner. 


Sold and Installed by 
BURNS, LANE, RICHARDSON ENG. O©O., 


less they have an outlet for their 
product, their production will not 
continue for long. They have ju- 
diciously analyzed the market for 
their product, as well as the produc- 
tion capacity of their plants—mar- 
ket research solves most problems. 
Having done this, they sought out 
the best method of putting the 
product on the market. They fully 
appreciated that throughout the en- 
tire chain from producer to con- 
sumer there is only one place where 
the sale is made, and that one place 
is over the installer’s counter. 
These men have trained their ad- 
vertising guns on this one vulner- 








’Phone 905. 





Fox Furnace Company Helps Installer Push Sunbeam Furnaces. 
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able spot in the chain and they have 
made hits. The epic of unsuccess- 
ful advertising begins, “I shot an 
arrow (advertisement) into the air; 
it fell to earth, I know not where.” 
They are helping the installer today 
where yesterday they permitted him 
to shift for himself. It is up to the 
installer to supply the producer 
with the information concerning 
what the consumers want. 

The accompanying advertisement, 
reprinted from the New Brunswick 
(New Jersey) News, shows how 
the Fox Furnace Company, makers 
of Sunbeam Pipe and Pipeless Fur- 
naces, are helping installers of Sun- 
beam Furnaces to push their prod- 
uct. 

The advertisement shows in its 
headline—“Buy Comfort and Not a 
Pile of Castings’—how the com- 
pany is making its appeal on the 
basis of service. The illustration is 
also very good. 





Featherstone Furnace Company, 
Spokane, Washington, Moves 
to New and Spacious Home. 


The fact that honest and well-de- 
serving industry is reaping the 
fruits of its labor is proved by the 
constant, healthful growth of firms 
who practice such industry. 

The C. L. Featherstone Furnace 
Company has moved into its new 
home, consisting of a 2-story brick 
building, located at 520 West Sec- 
ond Avenue, Spokane, Washington. 
The Company is in a better position 
now than ever before to supply the 
reeds of its customers. 





Who Makes “Crown’”’ 
Oil Burner? 


To AMERICAN ARTISAN: 

Will you kindly advise us who 
makes the “Crown” oil burners for 
furnaces. 

Yours very truly, 
LAKE METAL Propucts COMPANY. 

——, North Dakota, September 
19, 1923. 





The farm family—as a buying 
unit—has more varied needs than 
the town or city family, and is a 
larger buyer. 


e 


ir 


-¥ 


SB 








September 29, 1923. 


Loss and Damage Bill for 1919-1920-1921. 


Careless Packing and Handling of Shipments to Be 
Investigated by Freight Claim Prevention Committee. 


VERYONE engaged in the 

manufacture of products has 
something to do with their trans- 
portation, and is, therefore, vitally 
interested in packing methods. The 
ever decreasing lumber supply of 
the country has confronted shippers 
with the problem of obtaining pack- 
ing case wood. This shortage of 
shipping container wood has neces- 
sitated the introduction of sharp 
economies, revised methods of pack- 
ing, and even substitution of other 
material in many instances. 


However concerned the shipper 
may be in seeing that his products 
arrive at their destination in good 
condition, he is no more vitally in- 
terested in the subject of correct 
packing than are the carriers who 
are compelled to pay a heavy annual 
toll for goods damaged enroute, due 
to careless handling and incorrect 
packing. 

This heavy toll, which is an abso- 
lute loss and a drain upon the re- 
sources of the country, is in the 
opinion of the American Railway 
Association avoidable to a large ex- 
tent. 

The Freight Container Bureau 
of the Association has proposed an 
investigation and study of packing 
methods, and the following report 
sets forth the proposal by Charles 
J. Zusi, Engineer : 

Study of Packing of Cookers and 

Heaters by the Freight Container 

Bureau. 


_In these progressive days when “Effi- 
ciency” is our watchword and conserva~- 
tion of resources is receiving our con- 
stant attention, a statement such as one 
recently issued by the Forest Products 
Laboratory at Madison, Wisconsin, gives 
us a rude shock. Government experts 
estimate that in the United States every 
year one and one-half billion board feet 
of lumber is wasted through inefficient 
crating and boxing methods. 

Our pride alone in American busi- 
ness management makes us demand an 
investigation into the causes of this im- 
mense waste with the idea of preventing 
it, but a little thought upon the matter 
iscloses several even more tangible rea- 
sons for action. In the first place, that 
billion and a half board feet of lumber 
is being paid for by someone, and that 


someone is the shipper. It follows that 
he will be interested in the investigation. 
Furthermore, this inefficient use of lum- 
ber is resulting in poor containers which 
cause damaged goods, the cost of which 
is paid by shippers and transportation 
companies. 

A powerful incentive to action was 
given the railroads when their average 
annual loss and damage bill for 1919, 
1920, and 1921 was over $100,000,000. 
The logical organization to handle this 
matter was the American Railway Asso- 
ciation, an alliance of 486 of the princi- 
pal railroads of the United States and 
Canada. 


Freight Claim Prevention Committee 
Established. 


The initial step in the campaign was 
the organization of Freight Claim Pre- 
vention Committees all over the country 
for the purpose of investigating causes, 
finding remedies, and educating shippers 
and railroad employes in better methods 
of freight handling and shipment. 

That a large part of the damage to 
freight shipments was due to rough han- 
dling was recognized by the railroads 
from the beginning, and many schemes 
have been devised to raise the standard 
of handling methods. For example, 
meetings have been held all over the 
country for’ the purpose of instructing 
the men, by means of illustrated lectures 
and exchange of ideas, in proper meth- 
ods of handling. Records have been 
kept of the particular men who have 
trucked each piece of freight so that 
responsibility might be fixed. If, at the 
end of a certain period, say a month, 
one of the men had handled twenty-five 
pieces upon which damage claims had 
been made, while the average for all of 
the men in that station was two or three, 
it became apparent that his work was 
not up to the standard. Another device, 
known as an Impact Register, is being 
used to check rough handling of cars in 
transit. These machines consist of a 
pencil operating on a graph which is 
controlled by a clock-work mechanism 
so that the magnitude of every shock 
which the car receives is recorded by 
the pencil on the graph opposite the 
exact time of its occurrence. By com- 
parison with the railroad’s records the 
names of the crew who were handling 
the car at that time can be determined. 


On the other hand, it is undeniably 
true that a large part of the damage is 
due to inefficient containers. There are 
several reasons for this, some of which 
may be charged against the railroads and 
some against the shippers. The present 
standards for the construction of freight 
containers are not as definite as specifi- 
cations which can be prepared as a re- 
sult of an engineering investigation. 
Among the shippers there are three 
classes. (1) Those who are anxious to 
satisfy their customers and pack better 
than the tariff requirements. (2) Those 
who pack just well enough to get by. 
(3) Those who will give their merchan- 
dise the absolute minimum of packing 
in order to save a few cents, if they think 
that they will not be detected. 


AMERICAN ARTISAN AND HARDWARE RECORD 17 


$100,000,000 Railroads’. Average Annual 


Freight Container Bureau Formed for 
Conduct of Investigation. 


Realizing this situation, the American 
Railway Association in June, 1921, 
formed the Freight Container Bureau to 
promote the standardization of ll 
freight containers. The work of this 
bureau was not a new experience to the 
Association because, for the preceding 
fifteen years, the Bureau of Explosives, 
one of the divisions of the Association, 
had been conducting similar work for the 
shipment of explosives and other dan- 
gerous articles. Based on their experi- 
ence, the policies of the Freight Container 
Bureau were laid down. 

In a campaign to minimize the loss 
and damage due to inefficient containers, 
the work must proceed in four steps. 
First, knowledge must be developed of 
a good container and this knowledge 
must be crystallized in the form of a 
standard specification; secondly, the con- 
sent of the shippers to the use of the 
standard container must be obtained; 
third, the specification must be adopted 
into the regulations governing the pack- 
ing of that article and, fourth, proper 
measures must be taken to enforce the 
standard by means of inspection. The 
Freight Container Bureau is concerned 
with the first and second steps only. The 
enforcement of the standards must be 
left to other agencies. 


Tests Conducted by Means of Trial 
Shipments to Obtain Best Methods 
of Packing. 


To carry out these policies the Bu- 
reau is forced to employ graduate engi- 
neers of considerable experience and then 
give them a special training in container 
work because there are available no spe- 
cialists in this line of work except high- 
priced experts. After the training period 
of about three months, the engineer is 
assigned to the investigation of the pack- 
ing of some particular commodity. He 
prosecutes the work by first visiting 
shippers’ plants, railway transfer stations, 
and points of destination for the purpose 
of determining present methods of pack- 
ing, handling during shipment, and un- 
packing, and to get the ideas of shippers, 
railroad men and consignees as to the 
best methods of performing each par- 
ticular step. Conferences are then held 
to discuss views before they are written 
into a standard specification. Problems 
which cannot be solved by discussion are 
made the subject of special tests con- 
ducted by means of trial shipments or at 
container laboratories. The circulars’are 
issued first in a tentative form for trial 
by the shippers and transportation com- 
panies. Revisions and retrials are made 
until the transportation companies and 
the majority of shippers are satisfied 
that the best methods have been ob- 
tained. 


Proposing to Study Methods of Pack- 
ing Heaters and Stoves for 
Shipment. 


It is now proposed to study the meth- 
ods of packing and shipment of stoves, 
heaters, furnaces, pipes, registers, and 
the parts of these articles. In accord- 
ance with the policies of the Freight Con- 
tainer Bureau the engineer assigned to 
this work, probably Charles J. Zusi, will 
proceed in accordance with the follow- 
ing program: 

1. Inspection of present packing meth- 
ods at manufacturers’ plants, to consist 
of measurements of dimensions, exam- 
ination of materials used, photographs 
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of various operations, methods of load- 
ing and handling. 

2. At the same time inspegtions at 
railway transfer stations to determine 
handling and carloading methods. 

3. Inspection at points of destination 
to determine condition of arrival and 
methods of unpacking. 

4. Collection of ideas obtained dur- 
ing the foregoing inspections and discus- 
sion with committees of shippers and 
railway officials for the purpose of de- 
ciding upon the best solution of each 
problem. 

5. Conducting of special tests to settle 
any questions remaining after the confer- 
ences. 

6. Preparation of tentative circulars 
describing standard specifications for 
packing the commodities. 

7. Trial by shippers of the above 
specified standard container. 

8. Further discussion in the light of 
the experience obtained by the trial. 

Adoption by the manufacturers of 
the specification as finally developed. 

10. Presentation by shippers and 
Freight Container Bureau of the final 
specification to the Consolidated Freight 
Classification Committee. 


Not to Crate All Stoves. 


It should be understood by all ship- 
pers that it is not the intention of the 
Freight Container Bureau to propose the 
creating of all stoves. In fact, it is the 
fundamental idea of the Bureau that the 
problem should be approached in an un- 
biased manner so that the truth can be 
determined and written into the speci- 
fications for the standard containers. It 
is apparent that one standard container 
will not be sufficient for all kinds of 
cooking and heating apparatus and even 
in so small a division of the field as, say 
gas stoves, it may be necessary to recom- 
mend that some be crated, others shipped 
in another type of container, and still 
others shipped without an outside con- 
tainer. 

There can be no question that cooper- 
ation between the shippers, railway of- 
ficials and the representatives of the 
Buredu will be of mutual advantage in 
the conduct of this study and investiga- 
tion. The railroads believe that they 
will be benefited by a reduction in the 
claims which, incidentally, must be paid 
ultimately by the shippers. Every man- 
ufacturer knows the value of having his 
product arrive at its destination in good 
condition; whatever his product may be, 
he is proud of his work as it leaves his 
plant, but the people who must judge 
the quality of his work do not see the 
product until after it has been shipped. 
If it is damaged in transit his work 
has been in vain. Satisfied customers 
mean increased business and increased 
revenue to the manufacturer, while, on 
the other hand, even though he may col- 
lect the full amovnt of his losses and 
damages, the collection is inconvenient 
and costs him money for clerks and 
bookkeeping. For these reasons the 
Freight Container Bureau feels certain 
that the full cooperation of every manu- 
facturer of cooking and heating appara- 
tus will be obtained in the conduct of the 
proposed investigation. 





Good selling is only a part of the 
job. You must be a good buyer if 
you would be a good merchant. You 
must advertise if you would be 
either. 


Stressing Consumption of Gases 
Makes Live Furnace Copy for 
E. L. Rogers & Son. 


The consensus of opinion with 
regard to advertising is that a few 
well-chosen words associated with 
a good illustration is the easiest and 
surest way of attracting attention 
and getting reader interest. The 
days of the long drawn-out mail or- 
der catalogue style of copy have 
fortunately disappeared within the 
portals of history. They served 
their purpose well, it is true, but the 
march of progress has dealt them 
the same blow which is the fate of 
all other antiquated practices. 

A clever way of presenting the 
product to the reader is found in the 
accompanying advertisement, re- 








WWE RUDY TOP RADIATOR FYRYECE 


The air blast Fire Pot in 


RUDY 


FURNACES 


adds oxyger ata high tem- 
perature completely. consum- 
mg gases. 


Let us tell you about them, 


E. L. Rogers 
& Son 


i10 So. First St. Phone 1495 








Using the Illustration as the Headline. 
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printed from the Cedar Rapids 
(Iowa) Gazette. 

In this advertisement the adver- 
tiser has seen fit to use the illustra- 
tion as the attention getter. This js 
a matter of choice; some find this 
method good; others find that the 
headline is used to better advan- 
tage. 

Instead of going into detail too 
much, the advertiser has found it 
good policy to take one argument 
and stress that. This is in exact 
accord with the best practice of to- 
day, and advertisers who use this 
method find that by admitting that 
the competitor’s product has good 
qualities, but that the product of- 
fered has one distinct quality in 
addition to all the others that makes 
it of greater utility value than its 
competitors, they can strengthen 
their appeal many times. 





Mother of D. E. and J.1B. McCabe 
Passes Away at the 
Age of 87 Years. 


The heartfelt sympathy of the 
trade goes out to D. E. McCabe, 
manager of the Chicago Branch In- 
ternational Heater Company, and J. 
B. McCabe, of the Pacific Boiler 
Works, in the loss of their mother, 
Amelia Jane McCabe, who died 
Tuesday, September 25, at the age 
of 87 years. 

In addition to the two sons men- 
tioned, Mrs. McCabe is survived by 
William L. and Robert McCabe, 
Mrs. Belle A. Crews and Mrs. 
Emma S. Krenz. Interment was 
at Manteno, Illinois, September 28. 





Who Manufactures “‘B” 
Heat Intensifier. 


To AMERICAN ARTISAN: 

Can you tell us who makes the 
“B” heat intensifier, or where I 
can secure one? 

Yours truly, 
J. E. Nye Company. 
———., lowa. 
September 24, 1923. 





Remember when you are right 
you can afford to keep your tem- 
per, and when you are wrong you 
can’t afford to lose it. 
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Popularity of Metal Tomb Is Increasing Rapidly and 
the Demand for Patterns in Variety of This Form of 
Tomb Is Also Noticeably Large. 


The Working Drawing Shows a Design of Which Tapers on the Ends 


and Sides. 


Top of End Curvature Shorter Radius Than Sides. 


Written Especially for AMERICAN ARTISAN AND HARDWARE ReEcorp by O. W. Kothe, Principal, St. Louis 


UR figure in the accompanying 
design shows the body to be 
tapering on the ends and the sides, 
or that the sides are of a less curva- 
ture than the ends. In the same 
way the top of the end curvature is 
of a shorter radius than that of the 
sides. To save the development of 
profile, which must be done,by a 
plan development, we develop the 
one from the other. For instance, 
we divide the outline of the end ele- 
vation in equal spaces, as from 1 to 
5 and from 9 to 17. From each of 
these points we square lines over 
into the side elevation and _ this 
makes points 1’-2’-3’-4’-5’, etc., 
as 11’-12’ to 17’. Observe the 
spaces in the side elevation are of a 
different length than those in the 
end elevation. 
Interpreting Directions So as to Trace 
Outline of Pattern for Sides. 
Hence by picking the girth from 
the end elevation, as from 1 to 5 and 
5 to 9 and 9 to 17, we set this ona 
center line above side elevation. 
Observe that this side line 1-7-17 of 
end elvation is really a side sectional 
line and the metal must be bent to 
this shape. In the same way observe 
that the line 1’-7’-11’-17’ of side 
elevation is really the sectional line 
of end elevation, because the end 
patterns will have to be developed 
through this outline. Therefore, by 
placing the girth from the end ele- 
vation over the center line for side 
elevation and drawing stretchout 
lines, and then from each point in 
side elevation erect lines to intersect 
those in stretchout of similar num- 
ber, we have points 2’-3’, etc., in 
the pattern. This enables tracing 
the outline for pattern oi the sides. 


To set out the patterns for the 


Technical Institute, St. Louis, Missouri. 


ends, pick the girth spaces 1’-7’-11’, 
etc., to 17’ and set off on a center 
line over end elevation. Continue 
your development by projecting 
lines both ways and at the intersec- 
tions thus made, as in 2”-3”-4”, etc., 
to 17” we thereby establish the in- 
tersections for tracing the outline 
for patterns for end. 

As the base requires an ordinary 
square miter, the girth can be picked 


from side elevation, as 17’ to 21’, 
and added to the pattern for sides as 
shown. In making up and assem- 
bling this tomb similar instructions 
must be observed as given for pre- 
vious problems on this order. 





Waste in advertising must be 
eliminated. Dollars must be made 
to count for more and better repre- 
sentation. 
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Illustration Indicates Manner in Which Pattern for Sides and Ends of Metal 
Tomb, Ever Increasing in Popularity, Can Be Erected. 
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Economy of Substantial, Permanent Building 
Being Taught Public by American Con- 
struction Council. 


Thomas Brophy Presents What He Believes the Cause 
of Atrophied Sense of Real Values Before Members of 
American Construction Council, New York, September 2]. 


N an attempt to stamp out a 
plague medical science first goes 


down to the bedrock of the source, — 


beginning its operations from that 
point. In its effort to push the ever- 
lasting material into popular usage, 
the Copper & Brass Research Asso- 
ciation has followed the beaten path 
of practice hewn out by medical 
and other sciences and has fer- 
reted out the cause of the vast waste 
in the ‘building world. Acting 
thenceforth upon intelligent and re- 
liable information, it has collected 
its troops into battalion formation 
and has thrown them into the battle 
of convincing the public the supe- 
riority of permanent materials over 
those now in use. 

The following erudite and con- 
vincing address by Thomas D. A. 
Brophy, of the Anaconda Copper 
Mining Company, delivered before 
the American Construction Council, 
Hotel Commodore, New York, Fri- 
day, September 21, indeed portrays 
the problem confronting the Council 
and how the Council, with its un- 
failing resourcefulness is meeting 
the responsibility. 

The Brass and Copper Industries, act- 
ing through the Copper and Brass Re- 
search Association, have already placed 
in operation a program which, 1 believe, 
coincides with the principal tenet of the 
eminently practical American Construc- 
tion Council program. I refer to the 
effort to promote a wider understanding 
on the part of the general public of the 
real economy of substantial, permanent 
building. 

At the outset, I wish to emphasize 
what I conceive to be the importance of 
thorough-going public education on that 
very vital subject. I believe we have 
not yet viewed in its true light the col- 
lossal nature of the waste involved in the 
erection of so many buildings which, far 
from being an accretion to the capital 
account of the nation, merely set up a 


liability that saps the substance of the 
country in excessive maintenance costs. 


Effecting Noticeable Reduction in 
Present Complained of High 
Cost. 

Everybody is agreed that the only 


practical way in which to effect any no- 
ticeable reduction in the present high 


costs of which everybody complains, is 
to eliminate wastes. Through standard- 
ization, much is being accomplished in 
that direction. The earnest study being 
given to the subject of distribution costs 
promises productive results. But I for 
one do not believe we have given any- 
thing like as much attention as it de- 
serves to that third great source of waste, 
resulting from a lack of permanence in 
so much of our building construction 
in this country. Here is a problem 
worthy of your steel. It is far-reaching 
in its consequences, and is I realize, the 
more difficult of solution because it is 
rooted in the sociological rather than in 
the economic structure of our country. 


Those of us who have studied that 
problem know that it is, fundamentally, 
a byproduct of the phenomenal progress 
of industry, science and invention, which 
have literally stormed the world and 
conquered the forces of nature. We 
know that, while, in the main, the con- 
suming public has been the great gainer 
from the rapid industrial expansion of 
the past two decades, the kaleidoscopic 
changes in the processes whereby we are 
fed, clothed, sheltered, transported and 
amused, have wrought a great change 
in the public mind; that they have above 
all else created a marked instability 
which finds its principal manifestation 
in the feverish eagerness with which we 
embrace the new, merely because it is 
new, with never a thought of comparing 
values with the old. 


What the Conspicuous Lack of Intel- 
ligent Buying Costs in Dollars 
and Cents. 


The very beneficent character of most 
of the output of our great industrial age 
is the underlying reason for what today 
is nothing short of an atrophied sense 
of real values. The consumer has come 
instinctively to feel that the new. is, 
ipso facto, superior to the old. And new 
has, to a surprising extent, actually be- 
come synonymous with best. Purchas- 
ing is, consequently, a matter of present 
appearances only, with little or no re- 
gard to ultimate economy. 

In effect, then, the science of produc- 
tion has literally submerged the art of 
discriminating consumption. 

Here is a problem, I repeat, that, to 
my mind at any rate, ranks in impor- 
tance with any of the other major prob- 
lems now receiving the efficient consid- 
eration of government departments, as 
well as of bodies like yours—a problem 
the seriousness of which is perhaps no 
better demonstrated than by the fact that 
last year this tendency to buy unthink- 
ingly, without heed of the future, cost 
home-owners alone in this country $626,- 
500,000, to replace rusted roofing, sheet 
metal work, plumbing pipe and hardware, 
a frittering away of a substantial slice 
of the wealth of the country. And why? 
All because of a conspicuous lack of in- 
telligence in buying. 

This waste, make no mistake, is not 
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confined to the small residence building. 
It is going on continuously in all types of 
building, large and small, in machine 
and the processes of trade, and will go 
on until the public can be brought to 
see that permanent construction can only 
be had by the use of permanent mate- 
rials—that the chief concern in all build- 
ing should be, not how cheaply one can 
build, but how well. 

We, of course, do not ask you to pull 
our chestnuts. out of the fire. We are 
at the present time making a full-sized 
effort of our own, which is already 
achieving very real success, in selling 
copper, brass and brenze on their merits 
as permanent materials, and we believe 
that the effort is actually helping the 
cause of the construction industry as a 
whole. We feel, however, that an active 
manifestation of the Council’s belief 
in the economic importance of the use of 
better materials in building construction 
will do a vast deal toward restoring more 
normal habits of buying on the part of 
the consuming public, and so make easier 
the task not only of the brass and copper 
industries, but of all other industries 
which produce quality materials used in 
building construction. 

The public should be made to realize 
that the added first cost of permanent 
builditig materials is, in most cases en- 
tirely nominal, in proportion to the total 
expenditure contemplated. Furthermore, 
money spent for permanent materials is 
really an investment—an investment 
which, by cancelling upkeep costs, actu- 
ally yields a return on the outlay. 

In bringing these facts forcibly before 
the public at every opportunity, the 
American Construction Council can do 
a great good. 


Producer and Contractor Must Join 
Hands in Promoting Correct 
Usage of Materials. 


There are several collateral aspects of 
this better materials movement which 
deserve consideration. The right ma- 
terial must be used for given service con- 
ditions, and correct methods of installa- 
tion must be employed. This, I take it, 
points to the joint responsibility of the 
producer or manufacturer, and _ the 
builder or contractor, more especially as 
failure in service effects one quite as 
much as the other. 

I shall particularize by using an ex- 
ample out of my own industry. As is 
true of most other building materials, 
copper and brass also can fail if they 
are installed without regard to service 
conditions or sound practice. Copper 
that is too thin or of wrong temper; cop- 
per that has been put to work without 
regard for expansion or contraction; 
brass plumbing pipe carelessly threaded, 
or connected up with iron fittings, all 
these can be but a source of future 
trouble. 

It is my thought that the American 
Construction Council can serve the best 
interests of producers and manufactur- 
ers, as well as of the construction indus- 
try itself, by taking steps to promote the 
right use of the right building material 
in the right place. Specifically, I should 
bespeak a closer cooperation between the 
producer or manufacturer and the build- 
ing contractor, and a fuller use by the 
contractor of the services, in most cases 
freely offered, by the manufacturer. 





He who considers advertising un- 
necessary is discounting sales yet 
unborn. 
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Ward’s Road to Success Reveals Many Inter- 
esting and Valuable Features. 


Principles of Honesty and Fair Dealing Push 
Business from Employing Only Two Men to Where 
Now Work Is Given to One Hundred and Fifty. 


HE sheet metal industry, we 

are proud to say, is not without 
its men who have heeded Emerson’s 
advice and have “Hitched their 
Wagons to a Star.” These men 
have prospered and have grown 
mentally because they were not 
afraid to allow their imaginations to 
rise above the din of every-day rou- 
tine; they have used perspiration as 
a substitute for genius, with the 
result that today the world is better 
than it was. 


For a concrete example of what 
a policy of honesty and fair dealing 
has done for a firm, let us bring 
upon the “Who’s Who” horizon the 
H. H. Ward Sheet Metal Works, 
Chester, Pennsylvania. This com- 
pany had its conception, as many 
another has, in the brain of a man 
who was not afraid to trust his own 
judgment; who saw the possibility 
of rendering a service, and who also 
had that most necessary quality to 
men who would be successful—a 
willingness to work. Only two men 
were needed at the outset of this 
embryo business, but now the firm 
employs no less than 150. 

It has been a one-man concern 
from the start, having had its con- 
ception in a small shop at 2615 West 
Third Street. 

The business, at that time, was 
principally roofing, but Mr. Ward 
soon recognized the great possibili- 
ties, still undeveloped, in serving 
Chester’s vast manufacturing plants, 
and decided to push forward along 
those lines; not abandoning, how- 
ever, the roofing business, which 
has steadily increased year after 
year. 

In 1910 a shop was built on 
ground adjoining the original plant, 
and again in 1913 another shop was 
added at 2524 West Third Street, 
employing a total of twenty-five 
men. 

The present modern welding de- 


partment of the firm was installed 
in 1913, one of the first in Delaware 
County. At that time they-used a 
foreign gas, while today they are 
fully equipped for oxy-acetylene, 
electric arc and electric spot weld- 
ing. 

Because of increased business. the 
firm was forced to seek larger quar- 
ters, and in 1914 they built the plant 
at 2616-20 West Fourth Street, 
which was at that time, it is said, 
the best equipped plant in the 
county. 


In 1918 the company purchased 
the equipment of the Hamilton Man- 
ufacturing Company and moved in- 
to their present spacious plant at 
Fourth and Engle Streets, giving 
employment to over one hundred 
and fifty men, and containing 36,000 
square feet of floor space, fully 
equipped with all modern appliances 
for efficiently manufacturing any- 
thing in sheet metal, together with a 
die and special machinery depart- 
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ment, where they are doing business 
under the old principles. 


A consistent and continuous pol- 
icy of newspaper advertising has 
been carried on by the company. 
Then, too, the company has a unique 
method of creating business in the 
roofing department of its business. 

The mailing list is used, and a 
letter on the following order is sent 


out under 2-cent postage: 
Dear Mr. 


I was just wondering if you had heard 
about poor Bill. Bill, you know, owns 
one of those fine homes uptown; he just 
had it all gone over inside, paper and 
painted, new rugs, and everything. All 
his friends agreed that he had a right 
nice place. 

Then it rained all night and Bill’s 
roof leaked. You should have seen the 
new paper in the morning, it certainly 
was a shame, and just as Bill said, “The 
darn thing never acted that way before.” 


For some reason, we can’t seem to get 
Bill’s misfortune out of our minds. 
Things like that should not happen, they 
don’t pay; and so we have worked out 
a proposition which we believe will go 
a long way towards stopping it. We 
are passing it along for your approval. 

If you will fill out and return the 
enclosed card we will have our man go 
over your roofs and metal work every 
six months, sending you a written re- 
port of their condition, The use of this 
service obligates you in no way and is 
free to the home owners of Chester and 
Delaware County. 


If Bill had had this service it never 
could have happened. 





H. H. Warp, 


P. S—Bill’s card came onal in the 
first mail. 








Illustration Shows Exterior and Interior of H. H.. Ward Sheet Metal Works, 


Chester, Pennsylvania. 


Office Press Room, Welding Room, Fender 


Department and Sheet Metal Shop Are Shown. 
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The card enclosed in the letter 
is reproduced in the illustration. 
However, should they fail to get a 
response to letter No. 1, letter No. 
2 is sent out after a reasonable time, 
and this letter follows: 

Dear Mr. ———-: 

You know you never sent that card in. 
Perhaps you are like one of our good 
friends who gave us a call about the 
Roof Inspection Service, said his roof 
wasn’t. leaking and wanted to know 
whether we wanted to inspect a house 
with a good roof on it. 

We told him we certainly do, because 


a house with a leaking roof doesn’t need 
inspection, it needs fixing; and that the 





H. H. WARD a 


CHESTER, PA 


Without cost to me. | desire you to mapect the Rools of the Properties 
adcated below:- 
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Duplicate of Card Enclosed With 
Letters Soliciting Business. 


basic principle of our service is to keep 
a good roof good. We all know that 
a roof does not go bad in a day, it must 
have its beginning at some weak point, 
and if we can locate and check it at the 
start, the life of the roof can be pro- 
longed many years. 

Paying a roof repair bill is like pay- 
ing ones income tax—it hurts, and the 
more one pays the more it hurts. We 
aim to make it as near painless as pos- 
sible. 

We are inclosing another card, and 
as our creditors say, “We'll be glad to 
hear from you.” 

H. H. Warp. 


One of the accompanying illustra- 
tions show the interior and exterior 
of the Ward Plant and Offices as 
they appear today in Chester, Penn- 
sylvania. 





1923 Michigan Sheet Metal 
Roster Now Off Presses. 


The 1923 Roster of Active and 
Auxiliary Members of the Michigan 
Sheet Metal and Roofing Contrac- 
tors’ Association is just off the press. 
The roster is in pamphlet form and 
contains the names of officers, direc- 
tors and committees of the parent 
organization, as well as the officers 
and committees of the auxiliary. 
The local associations and their of- 
ficers are enumerated, as are the 
names and addresses of parent or- 
ganization members. The names of 
auxiliary members are given, to- 
gether with the name of the firm 


which each auxiliary member repre- 
sents. 

In addition to the Roster, there 
is a wall card of Salesmen’s Aux- 
iliary carrying classified lists of 
firms and names and addresses of 


‘the members of the Auxiliary rep- 


resenting these firms. 





Treccio Makes Special 
‘Appeal for Automobile 
Radiator Repair Work. 


For a clear-cut, well-arranged ad- 
vertisement the accompanying re- 
print from a*Paw Paw, Michigan, 
paper is an excellent example. Note 
how cleverly the sizes of the type 
are alternated so as to provide a 
contrast. The reading matter con- 
sists of a straightforward, simple 
statement of fact, with plenty of 
white space to make the reading of 
the ad as easy as possible. 

This is the type of ad which 
never fails to attract. No matter 
what surrounded it, it would be seen 
and read. 

This shop evidently is making a 
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special appeal for automobile radj- 
ator repair work, as it will be noted 
that the type announcing this work 
is made slightly larger than that just 
above it. The address and telephone 
number would have improved the 
pulling power of the ad. However, 
the shop may be large enough to be 
well known in the community where 
it carries on its business. 





Death Claims William Barth 


Secretary Berger Brethers 
Company, Philadelphia. 

With the death of William Barth, 
Secretary of Berger Brothers Com- 
pany, 229-237 Arch Street, Phila- 
delphia, Pennsylvania, which oc- 
curred September 18, the company 
as well as Mr. Barth’s associates, in 
business and otherwise, have lost an 
invaluable comrade. 

Mr. Barth was 55 years of age. 
His untiring energy, his conscien- 
tious thoughtfulness and his sterling 
qualities made for him a host of 
friends, not alone in Philadelphia 
who now mourn his loss. 





PAV 


Evetroughing, 


guaranteed. 





SHEET METAL WORKS 


We manufacture everything in the 
line of Tinware and Shect Metal. 
Galvanized Roofing, 


Pipes, Drains and Spouts. 


Oxy Acetylene Welding and 
Auto Radiator Repairing 


Our prices are right and our work is 


Joe Treccio 


PAW 








Advertisement Shows a Judicious Use of White Space and a Cleverly Worded 
Appeal for Automobile Radiator Repair Work. 
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Bookkeeping System Gives Twelve Good Chances 
to View Cross-Section of Business Each Year. 


Business Either a Pleasure or Compulsory 


Grind, Just as You Make It, Says Greenberg. 


Writtea Especially for AMERICAN ARTISAN AND HARDWARE RECORD by 
J. C. Greenberg, Cleveland, Ohio. 


WAS in my room at the hotel 
| reading when a knock at the 
door diverted my attention from 
the book. “Come in,” said I, and 
arose to meet the visitor. Hardly 
had I reached the door, when “Bill” 
Jennings and his foreman walked 
in. 

“Hello, old man,” came from Bill, 
cheerfully. “Jack and I just 
thought we’d drop in and ask you 
to come down and play some pool. 
Are you on?” 

“Sure I am on,” I replied, “I owe 
you a good beating from the last 
time we played, and am glad to 
have the chance to get back at you.” 

In a few minutes we were in the 
hotel billiard room, had selected a 
table and the game started. We had 
just become interested, when Bill 
said: ‘“‘Let’s make this game for 
25 cents a corner and let the win- 
ner pay for the game.” 

Jack agreed to this, and 1 was 
about to agree also, when an idea 
presented itself to me. I told Jack 
and Bill that there was no use in 
staking the entire winnings on the 
outcome of the game. Why not 
just make it a nickel on the five ball, 
a nickel on the ten ball and a nickel 
on the fifteen ball and an extra ten 
cents on the result of the game? 
This would make just twenty-five 
cents and would make the game 
more interesting all round. 

“That’s a fine idea,” they both 
agreed, and it was so decided. 

Well, we played for two hours 
and each one broke about even. 
After we had finished playing, we 
went up to my room for a little chat. 
We talked about this and that, gos- 
sipped about some fellows we knew 
and were having a general good 
time, when Bill remarked: “Do you 
know that the games of pool we 
played were really interesting? We 


played for two hours, and no one 
was “stung” for much. It was 
really a lot of fun to have divided 
the stakes as we did and it gave each 
player a good chance to look for- 
ward to his turn.” 


“Yes,” said I, “it makes the game 
interesting, indeed. Do you know, 
Bill, that playing pool or playing 
golf or playing the game of business 
are really all alike in principle? One 
can make anything interesting, if he 
only wants to do so.” 

“You are right,’ answered Bill. 
“Only pool or any other game is a 





One in Every 
Tin Shop 


Have you one of those irri- 
tating puzzles in your tin shop? 
One of those tiny thorns in the 
“finger” of your business which 
festers up and interrupts the 
smooth rhythm of an otherwise 
well-oiled machine? 

Write to American Artisan 
concerning your troubles and 
have those bothersome difficul- 
ties cleared up. 

Don’t work behind a smoke 
screen! 

Let us help you! 











pastime—a sort of recreation, while 
business is a cold, hard reality, 
which keeps you guessing all of the 
time.” 

“No, I believe you are mistaken, 
Bill,” said I. “Business is a game 
of pleasure, if the business man will 
make it so. There are too many 
men who look at it as a burden and 
who never learn to like it.” 

“Now, how do you account for 
this?” asked Jack. 

“T account for in a way,” I re- 
plied, “that most business men do 
not make it an interesting game. 
They simply look at business as a 
sort of a compulsory proposition 
and they find it hard to learn to like 
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that which they are compelled to 
do.” 

“Yes, but what brings this 
about?” Bill asked in turn. 

“What brings what about?” | 
asked. “What do you mean?” 

“T mean,” Bill explained, “why do 
most busiress men look at business 
as a compulsory proposition, and 
why is not business an interesting 
game to them?” 

“Well,” I answered, “I believe 
that our pool game this evening an- 
swered your question. If you will 
remember, you proposed to play the 
games for a quarter a corner, while 
[ proposed to divide the stake 
through the game at various points, 
in order to inake it more interest- 
ing. Do you recall this?” 

“Yes, I recall it very clearly,” re- 
plied Bill, ‘‘and it proved the game 
more interesting, too. But I can 
not see how this answers my ques- 
tion as to why business is uninter- 
esting to some business men.” 

“Let me explain myself, Bill,” 
said I, “and you will better under- 
stand what I mean. Most business 
men, especially in our industry, 
place their entire results on the end 
of the game. They will work and 
plan and guess and be at sea until 
the end of the year when that year’s 
game is completed. They either 
win or lose, ef course; but think of 
the suspense that they suffered from 
January 1 to December 31! The 
game lastec a whole year until they 
knew the result.” 

Both men listened with interest, 
but could not see the point. Bill 
looked at his foreman; both looked 
at each other and then at me. I 
saw their predicament, so I came to 
the rescue. 

“T see you fellows do not quite 
‘get me,” said I. “Let me put it 
another way. Did you notice that 
we kept track of the balls each one 
made, and we knew just how the 
game was progressing? Have you 
noticed, that as soon as any one of 
us fell behind, how he tried harder 
than ever to make his shots count 
in order that his score may become 
higher ?” 

“Yes indeed, I noticed that,” 
laughed Bill. 
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“Well, then,” I went on, “let us 
look at business in a like manner. 
That is, from the viewpoint of a 
game. If we had placed our bets 
on the outcome of the game, we 
would have had to wait till the game 
was finished wouldn’t we? But we 
divided the bets at certain periods 
through the game and had a fine, 
interesting game, didn’t we?” 

“Yes we did,” replied Bill, 
“but——.” 

“Now, just wait a minute, Bill,” 
I insisted, “and I will explain it all 
as I goalong. The man in business 
who has not a good bookkeeping 
system stakes his entire game of 
business on the result after the game 
is over, and then, it is too late to im- 
prove. On the other hand, if a 
business man has a good bookkeep- 
ing system, he can see every month 
what his score is, as his trial bal- 
ance tells it to him. If the trial bal- 
ance tells him that he is slipping, 
he can hustle and use better judg- 
ment from that point on. But he 
that has not a good bookkeeping sys- 
tem simply must live :n hope for a 
whole year to see what his score is 
in the’ business game; in other 
words, he stakes his entire bet on 
the outcome of the entire game. Do 
you understand me now, boys?” 

“Yes, I understand it now,” re- 
plied Bill, with enthusiasm. “You 
mean that a bookkeeping system that 
gives you a trial balance every 
month acts as a stimulant, and di- 
vides the business bet, so to speak, 
in between the game and makes it 
more interesting and more certain. 
Doggone it, I see it as clear as day- 
light.” 

“Yep, business can be made an 
interesting game all right,” said 
Jack. “I can readily see that the 
game of business is uninteresting 
because the bet is placed on the en- 
tire result instead of at certain in- 
tervals. It is really simple after 
ig 

“You see, boys,” I said, “there 
are twelve months in each year that 
a man can use; that is, he has twelve 
chances to see how his game is pro- 
gressing if he has a trial balance 
each month. But if he has not a 
good bookkeeping system, he must 
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place his entire success in the game 
on one chance. No wonder busi- 
ness is uninteresting.” 

“Believe me,” said Bill, “I am 
glad that I came down to play pool 
tonight. How about you, Jack?” 

Jack only smiled. 

Now, dear reader, how are you 
playing your game of business? Are 
you placing your bet on the end of 
the game, or are you dividing your 
bets into twelve reasonable chances ? 
Have you a bookkeeping system, or 
have you a slipshod method? Is 
your game interesting, or is it a dull, 
stupid, hardworking grind from 
January 1 until December 31? 

It is all how you look at it. Busi- 
ness is a pleasure game, or a com- 
pulsory grind. How do you stand? 





Baruch Writes Valuable 
Book on “Standard Costs 
for Sheet Metal Workers.” 


The small sheet metal shop own- 
er, as well as the large contractor, 
has long recognized the necessity of 
some reliable, accurate method of 
guidance in his business. So far it 
seems and to his sorrow, most books 
of this nature which have appeared 
on the market have been too gen- 
eral in their treatment of the sub- 
ject at hand. To operate a busi- 
ness successfully, the proprietor 
must have some method of record 
keeping which will enable him to 
have at all times a close knowledge 
of the costs of doing business. 

A book designed for this purpose 
and having the title “Standard Costs 
for Sheet Metal Workers,” has been 
prepared by Alfred Baruch. 

The book is divided into three 
main heads, dealing with all phases 
of cost keeping for the shops of all 
sizes. 

The book not only deals with the 
many problems met with by the 
sheet metal contractor—large or 
small—regarding costs and expenses 
of doing business, but it alsq gives 
methods of installing cost account- 
ing system that have been placed in 
operation. 

For the novice as well as the ex- 
perienced operator the book con- 
tains information for which sheet 
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metal workers have long been look- 
ing. 

The book can be had through 
AMERICAN ARTISAN AND Haprp- 
WARE RecorpD, 620 South Michigan 
Avenue, Chicago, Illinois. The price 
of the book is $4. 














Notes and Queries ‘| 








“Armco” Galvanized Sheets. 


From Muscatine Heating and Sheet 
Metal Works, 525 Mulberry Ave- 
nue, Muscatine, Iowa. 


Kindly advise me where I can get 
two bundles 22 gauge and two 
bundles 24 gauge “Armco” galvan- 
ized sheets, 28x96. 

Ans.—Joseph T. Ryerson and 
Sons, 2558 West 16th Street, Chi- 
cago, Illinois. 

Address of Advance Machinery and 
Supply Company. 
From Holyoke Sheet Metal and Rad- 


iator Repair Shop, Holyoke, Colo- 
rado. 


Can you tell us where the Ad- 
vance Machinery and Supply Com- 
pany is located? 

Ans.—Denver, Colorado. 

Ford Car Timers. 


From Atlantic Sheet Metal Works, 
Atlantic, Iowa. 


Please tell us where we can get 
timers for Ford cars. 

Ans.—Ray F. Mudd Motor Com- 
pany, 4301 West Madison Street, 
Chicago, Illinois. 

“Burt” Ventilator. 


From Decker Brothers, 908 Lincoln 
Way, LaPorte, Indiana. 


Will you kindly inform us who 
makes the “Burt” ventilator? 
Ans.—The Burt Manufacturing 
Company, 40 Main Street, Akron, 
Ohio. 
Address of Kellogg-Mackay 


Company. 
From A. L. Honeker, Wallace Idaho. 


Where is the Kellogg-Mackay 
Company located? 

Ans.—419 West 18th Street, Chi- 
cago, Illinois. 

Address of J. H. McLain and 

Company. 

From Stove Dealers Supply Com- 
pany, 310 Chestnut Street, Milwau- 
kee, Wisconsin. 

Will you kindly furnish us with 
the address of the J. H. McLain 
and Company, or their successors? 

Ans.—Their successors are Weil- 
McLain Company, 641 West Lake 


Street, Chicago, Illinois. 
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Group Meetings Special Feature Hardware 
Manufacturers’ Convention, Atlantic City, 
October 17 to 19. 


Distribution to Be Main Topic—Producers, Visiting Manufactur- 
ers, Jobbers, Retailers and Consumers Admitted to Every Session. 


HE following is the business 

program of the Convention of 
the American Hardware Manufac- 
turers’ Association to be held in At- 
lantic City, New Jersey, October 17 
to 19, 1923, especial attention being 
called to the group meetings which 
will be held during the entire day of 
Thursday, October 18: 

On the evening of Tuesday, Oc- 
tober 16, the National Hardware 
Association will hold its opening ses- 
sion to which the manufacturers are 
invited. 

All hardware manufacturers, job- 
bers, retailers and consumers are in- 
vited to participate in all sessions 
of the American Hardware Manu- 
facturers’ Association, except that 
on Friday morning. 

On Wednesday, October 17, 10:00 a. 
m., in the Blenheim Ball Room the fol- 
lowing men will address the assembly: 
Isaac Black, President, American Hard- 
ware Manufacturers’ Association; F. A. 
Heitmann, President, National Hard- 
ware Association; Hamp Williams, 
President, The National Retail Hard- 
ware Association; Irving S. Paull, Chief 
Domestic Commerce Division Depart- 
ment of Commerce. 

In the afternoon an address on “The 
Manufacturers’ Fundamental Problems,” 
by J. E. Edgerton, President, National 
Association of Manufacturers, will be 
heard. 

“The Distribution of Hardware, Its 
Methods, Costs and Problems” will be 
discussed by Saunders Norvell, McKes- 
son & Robbins, New York; P. B. Noyes, 
Oneida Community, Ltd., Oneida, New 
York; R. W. Hatcher, R. W. Hatcher 
Hardware Company, Milledgeville, 
Georgia. 

Following each address fifteen minutes 
will be allowed for discussion. 

Thursday will be devoted to meetings 
of our six industrial groups, viz.: Agri- 
cultural, Transportation, Tools, Builders’ 
Hardware, Mill Supplies, Housefurnish- 
ing, Sporting Goods. All hardware man- 


ufacturers, jobbers, retailers and con- 
sumers are invited to participate. 


THURSDAY, OCTOBER 18, 10 A. M. 


Transportation Tools Group. 


Tools and Supplies used in connection 
with railways, automobiles, carriages, 
horses, ships and aeroplanes. Chairman, 
J. E. Stone, The Stanley Works, New 
Britain, Connecticut. 

The subjects to be heard at Blenheim 
all Room are: What is the Basic Con- 
dition of the Railroads, Automotive 
Industry, etc.; Are the Makers of Trans- 
portation Tools and Supplies Ready for 





“Simplification”; Does the Present Vol- 
ume of Cancellations Hamper Business; 
The Guarantee of Prices; The Hardware 
Jobber as a Channel of Distribution of 
Transportation Tools and Supplies. 

The speakers will include: Lewis H. 
Bronson, The Bronson & Townsend 
Company, New Haven, Connecticut; 
William H. Hays, Iron City Tool Works, 
Pittsburgh, Pennsylvania; A. E. Foote, 
Division of Simplified Practice, Depart- 
ment of Commerce; Matthais Ludlow, 
Ludlow & Squier, Newark, New Jersey; 
Fayette R. Plumb, Fayette R. Plumb, In- 
corporated, Philadelphia, Pennsylvania; 
A. H. Decatur, Decatur & Hopkins Com- 
pany, Boston, Massachusetts; John F. 
Baker, Dayton, Ohio. 


THURSDAY, OCTOBER 18, 10 A. M. 


Housefurnishing Group. 

Subjects to be heard at Ohio Avenue 
Hall are: Furnishings and Fittings for 
Dwellings or Commercial Buildings. 

C. W. Asbury, Chairman, The Enter- 
prise Manufacturing Company, Philadel- 
phia, Pennsylvania. 

Present and Prospective Business Con- 
ditions; New Home Demand; How May 
We Best Promote “Simplification” to Se- 
cure Economy; The Evil of Cancella- 
tions; How May the Practice of “Drop” 
Shipments Be Best Handled; Is There 
Any Justification for the Present Un- 
usual Number of Small Orders to Be 
Shipped Parcel Post; Is the Guarantee 
of Price a Sound Economic Practice; 
Will the Present Tariff Prevent the 
Flooding of Our Markets With Foreign 
Goods When Foreign Industry Revives? 

The speakers will include: Fayette R. 
Plumb, Fayette R. Plumb, Incorporated, 
Philadelphia, Pennsylvania; F. A. Searle, 
Landers Frary & Clark, New Britain, 
Connecticut; Daniel F. Printz, Reading 
Saddle & Manufacturing Company, 
Reading, Pennsylvania. 

THURSDAY, OCTOBER 18, 2:00 
TO 3:45. 


Agricultural Group. 


To be heard at Blenheim West So- 
larium. Implements and Supplies for 
Farms, Gardens and Lawns. W. A. 
Graham, Wallingford Manufacturing 
Company, New York, New York, Chair- 
man. 

Does Present Demand Indicate That 
the Farmer is Less Able or Willing to 
Buy Than in Normal Years; Can “Sim- 
plification” Be Practiced to Any Extent 
by Makers of Agricultural Implements 
and Supplies; Is Net Pricing and Bill- 
ing Feasible; Is “Cancellations” an 
Outstanding Trouble in Our Industry; 
How May the Excessive Carry-over of 
Seasonable Goods by the Jobber Be 
Remedied ? 

The speakers will include: George B. 
Sprowls, Claysville, Pennsylvania; A. 
E. Foote, Division of Simplified Practice, 
Department of Commerce; John M. Wil- 
liams, Fayette R. Plumb, Incorporated, 
Philadelphia, Pennsylvania; Saunders 
Norvell, McKesson & Robbins, New 
York, New York. 
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THURSDAY, OCTOBER 18, 2:00 
TO 3:45. 


Mill Supplies Group. 

To be heard at Ohio Avenue Hall: 
Tools and Supplies for Industrial Plants. 
J. Harvey Williams, J. H. Williams & 
Company, Brooklyn, New York, Chair- 
man. 

Are Price Guarantees by the Manu- 
facturer Beneficial from His Standpoint 
—from the Dealers’; The Legal Aspect 
of Price Maintenance; Is Resale Price 
Maintenance Advantageous to the Man- 
ufacturer—to the Dealer; The Neces- 
sity and Extent of Freight Allowances; 
Should Cancellations be Allowed by 
Makers of Plant Tools and Supplies? 

The speakers will include: Alvin H. 
Smith, Southern Supply & Machinery 
Dealers’ Association, Richmond, Vir- 
gina; Felix H. Levy, New York, New 

ork. 


THURSDAY, OCTOBER 18, 4 P. M. 


Builders’ Hardware Group. 


To be heard at Blenheim Ball Room: 
Hardware, Tools and Supplies for Build- 
ings. Murray Sargent, Sargent & Com- 
pany, New Haven, Connecticut, Chair- 
man, 

Do Building Statistics Indicate an Ac- 
tive Demand for Goods; Are Funda- 
mental Conditions Favorable; In What 
Way May “Simplification” and “Stand- 
ardization” be Advanced Most Rapidly 
and Effectively; Does Decimal Pricing 
Represent a Substantial Saving in Over- 
head to the Hardware Industry; The 
Abuse of Cash Discounts; Expense of 
Drop or Direct Shipments; How May 
the Number of Parcel Post Shipments 
be Reduced to a Necessary Minimum; 
How Should We Handle the “Returned 
Goods” Problem? 


The speakers will include: Leon C. 
Warner, Warner Hardware Company, 
Minneapolis, Minnesota; A. E. Foote, 
Division of Simplified Practice, Depart- 
ment of Commerce; C. F. Bennett, The 
Stanley Works, New Britain, . Connecti- 
cut; Lewis H. Bronson, The Bronson 
& Townsend Company, New Haven Con- 
necticut; Alvan T. Simonds, Simonds 
Manufacturing Company, Fitchburg, 
Massachusetts; W. M. Pitkin, A. Bald- 
win & Company, New Orleans, Louis- 
iana; Fayette R. Plumb, Fayette R. 
Plumb, Incorporated, Philadelphia, Penn- 
sylvania; N. A. Gladding, E. C. Atkin 
& Company, Incorporated, Indianapolis, 
Indiana; Edward Blake, Jr., Greenfield 
Tap & Die Corporation, Greenfield, 
Massachusetts ; George E. Chatillon, John 
Chatillon & Sons, New York, New 
York; N. T. Hazenflue, Champion 
Hardware Company, Geneva, Ohio; 
E. C. Waldvogel, Yale & Towne 
Manufacturing Company, Stamford, 
Connecticut; John M. Townley, Townley 
Metal & Hardware Company, Kansas 
City, Missouri; G. F. Wiepert, Sargent 
& Company, New Haven, Connecticut. 


THURSDAY, OCTOBER 18, 4 P. M. 


Sporting Goods Group. 

To be heard in Ohio Avenue Hall: 
Articles for Sports, Amusements and 
Personal Use. E. R. Galvin, E. I. Du 
Pont de Nemours & Company, Wilming- 
ton, Delaware, Chairman. 

How is Business and Why—Can the 
Business Expand With a Steady, Healthy 
and Permanent Growth; How May We 
Advance “Simplification” More Quickly 
—is Net Pricing and Billing Desirable; 
How May the Manufacturer Help the 
Jobber in Reducing the Carry-over of 
Seasonable Goods; Are Any Makers of 
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Sporting Goods Troubled With Exces- 
sive Cancellations; How Shall Repairs 
and Repair Parts for the Consumer be 
Handled; What is the Best Policy with 
Respect to Returned Goods? 
The speakers will include: Edward 
Blake, Jr., Greenfield Tap & Die Cor- 
poration, Greenfield, Massachusetts. 


FRIDAY, OCTOBER 19, 10:00 A. M. 


Executive Session. 


Open only to members of the Ameri- 
can Hardware Manufacturers Associa- 
tion, held in Blenheim West Solarium. 

Report Secretary-Treasurer; Commit- 
tees; Resolutions Committee—Action on 
Resolutions ; Nominating Committee. 

Election of Officers. 

Miscellaneous Business. 

Adjournment. 


here will be an attractive enter- 
tainment program which has been 
designed to be especially pleasing to 
the ladies. From present indica- 
tions it would seem that at least two 
hundred ladies would be in attend- 
ance. 

Never before has the committee 
had at such an early date the names 
of so many delegates who will be 
in attendance. Although they have 
heard from only one-third of the 
member firms, they have already the 
names of over five hundred dele- 
gates, so as far as the manufactur- 
ers are concerned, the forthcoming 
convention will have a “Banner At- 
tendance.” F. D. Mitchell is Sec- 
retary-Treasurer. 





Hardware Exposition to 
Supplement New York State 
Hardware Association Convention. 


The New York State Retail Hard- 
ware -Association will hold in con- 
nection with its Twenty-Second An- 
nual Convention, New York City, 
February 19 to 22, 1924, its 1924 
Hardware Exposition. — 

The exposition will be held in the 
71st Regiment Armory, Park Ave- 
nue, 33rd and 34th Streets. Hard- 
ware in all its branches will be fea- 
tured; namely, house furnishings, 
automobile accessories, electrical de- 
vices, mechanics’ tools, stoves, 
plumbers’ supplies, implements, 
paints and every other known line 
sold by hardware merchants. 

The Exposition Committee con- 
sists of R. J. Atkinson, Brooklyn, 
Chairman; John B. Foley, Syra- 
cuse; John A. Losee, Richfield 


Springs; Leon B. DuBois, Roches- 
ter; Charles A. Bruhns, New York 
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City. All correspondence regard- 
ing Exposition and applications for 
space should be directed to John B. 
Foley, Secretary, 412-413 City Bank 
Building, Syracuse, New York. 

The Exposition will occur at a 
time when thousands of buyers visit 
New York. Exhibitors will there- 
fore have opportunity to meet not 
only American merchants and ex- 
port houses, but also the representa- 
tives of foreign establishments in 
the city for the purpose of purchas- 
ing hardware and other products. 
The opportunities for such connec- 
tions can hardly be overestimated. 
In addition, the consuming public 
of the Metropolitan area will visit 
the exposition by invitation each 
evening and demand for the mer- 
chandise displayed will be greatly 
stimulated. 





Increasing Sales by 
Determining Farmer’s Needs. 


Coming to work via the elevated 
the other morning, I noticed, while 
the train made one of its stops, sev- 
eral men at work scraping the old 
paint from the railings surrounding 
the platform. These scrapers, we 
will call them, were followed by 
other men with pail and brush, who 
were redecorating the iron railings 
and at the same time preventing that 
old enemy, rust, from getting in its 
nefarious work. 

Now, there is nothing unusual in 
seeing a group of men engaged in 
repainting the railings of an ele- 
vated railroad platform. The little 
white placards telling patrons to be- 
ware of the fresh paint is a fre- 
quent sight on these platforms; in 
fact, they are seen there so fre- 
quently as to be almost common- 
place and instances are not infre- 
quent that an unwary patron will 
carry some of the paint home with 
him, to his consternation. 

However, while sitting in the 
train. the sight of these men so in- 
dustriously at their work brought 
to mind a picture of happenings of 
days gone by, when, as a barefoot 
boy I frolicked about the barnyard 
and machine sheds of the old farm. 
In these sheds there were stored 
away for the winter grain binders, 
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harrows, seeders and many other 
such tools as are to be found on the 
farm. The peculiar thing aboyt 
these implements, we will call them, 
was that, although they were pro. 
vided with a shed, their old enemy, 
rust, had begun its. work and was in 
a fair way towards slowly but surely 
consuming the machinery and fore- 
ing the old farmer to replace them, 

Each year these tools were taken 
out, put to use in the field and re- 
placed, and all the while old man 
rust was slowly but surely playing 
the winning game, when a little sand 
paper and a can of paint would have 
put him to rout. The old farmer 
could not have been totally oblivious 
to the slow disintegration of his 
machinery, but he evidently took it 
as a matter of course, never having 
had the use of paint suggested to 
him. 

Right here is where the paint 
dealers were asleep. Needless to 
say that the sheds and barns, yes, 
even the dwelling house, were in no 
better condition than the machinery ; 
whereas, had there been a live clerk 
or hardware man in the town where 
this farmer exchanged his milk and 
eggs for his provisions, he would 
have had all of those buildings and 
the machinery painted. 

Farm machinery needs a dress- 
ing with preservative every so often, 
as well as do the railings around 
the railroad platforms. By taking 
a trip into the country every now 
and then, the hardware clerk could 
discover many facts concerning the 
farmer and his needs. Then when 
the farmer came in for a hinge or 
some nails or even a hatchet, the 
clerk would very deftly engage him 
in a conversation that would lead to 
other sales. Every clerk should ap- 
point himself as a committee of one 
to determine the needs of farmers 
and also town people. He may ex- 
perience some difficulty in getting 
the support of his employer, but 
when the paint sales begin to in- 
crease there will be whole-hearted 
support from this direction. 





The sale you almost made didn’t 
put any money into the cash reg- 
ister. 
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Foliage and Color Cards Assist in Making Difficult 
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Paint Window Display Abound in Personality. 


Paint Sales Greatly Increased; Seasonal Reminder 
Put on During Minnesota State Convention. 


N ATTRACTIVE paint dis- 
A play is hard to make. To ar- 
range a group of dull, prosaic cans 
of paint so as to arouse interest is a 
task of no mean proportion. But it 
has been done, and interestingly, too. 
by no less a personage than M. E. 
Klasky, for the Kelly-Duluth Com- 
pany, 118-120 West Superior Street, 
Duluth, Minnesota. This is not Mr. 
Klasky’s first attempt at window dis- 


Klasky says, was the State Hard- 
ware Convention. The background 
was made of composition board and 
painted a Nile green, with the ex- 
ception of the center, which was 
painted gold. The foliage shown 
was of a light green, with plush to 
match. The flowers.were golden. 
As can be seen, the cans of paint 
and varnish are extremely well lo- 
cated and arranged, and the color 


évrin vi) 


salesman. ‘The taste shown in the 
selection of articles and their ar- 
rangement in your window displays 
reflects personality. What kind of 
personality do your windows reflect ? 

We are giving you this chance to 
compete for prizes because we know 
that if more interest is behind your 
window displays, they will prove 
more effective. Competition causes 
the best to rise to the top and the 





In Arranging the Above Paint Display for the Kelly-Duluth Company, 118 West Superior Street, Duluth, Minnesota, M. E. 
Klasky Brought a Great Deal of His Latent Ingenuity Into Action. 
Execute, But This One Proves That They Can Be Done. 


play work, nor the second or third, 
but only one of a series of very suc- 
cessful trials. With the aid of color 
cards, posters, colored leaves (na- 
ture’s handiwork), a small structure 
representing a room, and a dummy, 
he has succeeded in making the dis- 
play live. Note that the window is 
not cluttered up (if we may be so 
free as to use that expression) with 
cans of paint thrown helter-skelter, 
hit-or-miss fashion, but rather it is 
designed so as to lend an aristo- 
cratic appearance. 

The occasion for the window, Mr. 


cards are interspersed to relieve the 
situation. 





Join Now! AMERICAN ARTISAN 
Window Display 
Competition Club. 


AMERICAN ARTISAN AND Harp- 
Recorp Window Display 
Competition offers you a chance to 
test your ability to make a window 
display which has pulling power. If 
your window displays do not make 


WARE 


new customers for you, you are not 
making the most of this wonder- 


Paint Displays Are Difficult to 


best is then made available for all 
to profit by it. 

Do not fail to send AMERICAN 
ARTISAN at least one photograph of 
a window display which you con- 
sider your best work. Who knows? 
You may be the lucky one to win 
After that there are 
three more chances. See the rules 
of the competition published in our 


the first prize. 


September 15th issue. 





You are the sum total of your ex- 
periences. Seek the right kind of 
experiences. 
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Beware! Here's a Story Baas Cn ; Hl —s-Foley, Secretary, 412-413 %, Jobe 
of Check Forgery. Coming Conventions Building, Syracuse. 

, ‘ The Missouri Retail Hardware Asso. 

Two ,.members in western New ciation, <enrenien and Exhibition, Mar- 

Automobile Accessories Branch Na- quette Hotel, St. Louis, Missouri, Feb. 

York * recently suffered _ losses tional Hardware Association, Hotel ruary 26, 27 and 28, 1924. F. X. Bech 


through accepting checks from the 
same man, who presented them in 
payment for purchases ; both checks 
being for greater amounts than the 
sale and the change being handed 
to the “customer.” Both merchants 
were misled because the checks, 
which were forgeries, appeared to 
be genuine and the holder seemed 
to be what he posed as—a telephone 
lineman. In these instances both 
goods and cash were lost with little 
prospect of ever recovering either. 

Every business house has this ex- 
perience at times ; a word of caution 
based on this. recent experience how- 
‘ever, is not amiss. It is better to 
‘lose an ‘occasional sale than to take 
chances on the check tendered by a 
stranger, either his own or one pur- 
ported to be signed by another. In- 
sist upon full identification of the 
stranger and ‘positive information 
as to the genuineness and value of 
the check. 

No bona fide customer will object 
to this slight inconvenience when the 
true situation is explained to him 
and if he does take offense, his re- 
luctance may be a signal to you to 
be on your guard. 





Spasmodic Effort Is Usually 
Useless Effort. 


An advertiser is one who adver- 
tises frequently and sufficiently. An 
ad now and then is usually futile. 
If one is to make advertising bring 
returns it must be done consistently 
and thoroughly. Spasmodic adver- 
tising is better than none, but it is 
poor and costly. The great benefit 
in advertising comes from its cumu- 
lative effect, the piling up of ideas 
about the store in the public mind. 
It is the constant dripping which 
wears the stone. Advertising must 
be constant. One ad from a non- 
advertiser makes a ripple so small 
as to hardly be noticed. The public 
isn’t looking for the store. The 
store must seek the public, go to its 
doors and knock hard and often. 


Shelburne, Atlantic City, New Jersey, 
October 15 to 19. 

The National Hardware Association 
and the American Hardware Manu- 
facturers’ Association, Atlantic City, 
New Jersey, October 16, 17, 18 and 19. 
F. D. Mitchell, 1819 Broadway, New 
York, is Secretary and Treasurer of 
the Manufacturers; T. J. Fernley, Sec- 
retary of Jobbers. 

The twenty-fourth annual convention 
of the National Federation of Imple- 
ment Dealers’ Associations will be held 
at Hotel Sherman, Chicago, October 17, 
18 and 19, 1923. H. J. Hodge, Abilene, 
Kansas, is Secretary. 

Mountain States Hardware and Im- 
plement Association Convention, City 
Auditorium, Denver, Colorado, January, 
1924. W. McAlister, Secretary- 
Treasurer, Boulder, Colorado. 

Western Retail Implement and Hard- 
ware Association, Missouri Theater 
Building, Kansas City, January 15, 16, 17, 
1924. H. J. Hodge, Secretary-Treasurer, 
Abilene, Kansas. 

The West Virginia Retail Hardware 
Association, Convention and Exhibit, 
Huntington, West Virginia, January 15 
to 18, 1924. James B. Carson, Secre- 
tary-Treasurer, 1001 Schwind Building, 
Dayton, Ohio. 

Kentucky Hardware and Implement 
Association, Louisville, January 24-25, 
1924. J. M. Stone, Secretary-Treasurer, 
202 Republic Building, Louisville. 

Indiana Retail Hardware Association, 
Inc., Convention and Exhibition, Cadle 
Tabernacle, January 29, 30, 31, February 
1, 1924. G. F. Sheely, Secretary, Argos. 

Illinois Retail Hardware Association, 
Hotel Sherman, Chicago, Illinois, Feb- 
ruary, 1924. Leon D. Nish, Secretary- 
Treasurer, Elgin, Illinois. 

Nebraska Retail Hardware Associa- 
tion, Lincoln, Nebraska, February 5 to 
8, 1924. George H. Dietz, Lincoln, Ne- 
braska, Secretary-Treasurer. 

Wisconsin Retail Hardware Associa- 
tion Convention and Exhibition, Milwau- 
kee Auditorium, February 6, 7, 8, 1924. 
George W. Kornely, Manager of Ex- 
hibits, 1476 Green Bay Avenue, Mil- 
waukee. P. J. Jacobs, Secretary-Treas- 
urer, Stevens Point. . 

Michigan Retail Hardware Conven- 
tion and Exhibition, Grand 1s Feb- 
ruary 12, 13, 14, 1924. Karl S. Judson, 
Exhibit Manager, 248 Morris Avenue, 
Grand Rapids. A. J. Scott, Secretary, 
Marine City, Michigan. 

Iowa Retail Hardware Association, 
Des Moines, Iowa, February 12, 13, 14 
and 15, 1924. A. R. Sale, Secretary- 
Treasurer, Mason City, Iowa. 

The Pennsylvania and Atlantic Sea- 
board Hardware Association, Incor- 
porated, convention and exhibition at 
the Philadelphia Commercial Museum, 
Philadelphia, Pennsylvania, February 
12, 13, 14 and 15, 1924. Sharon E. 
Jones, Secretary-Treasurer, Wesley 
Building, Philadelphia. 

Ohio Hardware Association, Conven- 
tion and Exhibition, Cincinnati, Ohio, 
February 19, 20, 21 and 22, 1924. James 
B. Carson, Secretary, 1001 Schwind 
Building, Dayton, Ohio. 

New York Retail Hardware Associa- 
tion Convention and Exhibition, Febru- 
ary 19, 20, 21, 22, 1924. Headquarters, 
McAlpin Hotel, and Exhibition at Sev- 


erer, Secretary, 5106 North Broadway, 
St. Louis, Missouri. . 








Retaif Hardware Doin " ‘i 











Arizona. 

C. C. Foster and Son, who recently 
purchased the R. L. Cole stock of hard- 
ware at Glendale, have moved the stock 
into the Englehart Building. 

California. 

George L. DeBolt of the DeBolt Hard- 
ware, Arbuckle, has purchased the en- 
tire stock of the James Partain Hard- 
ware Store, and has transferred the 
stock to his own store. 

The Holiday Hardware Company, 810 
State Street, Santa Barbara, has been 
badly damaged by fire. The loss is esti- 
mated at $20,000. 

Georgia. 

V. C. Andrews has opened the An- 
drews Hardware Company at 16 Court 
Square, LaGrange. 

Iowa. 

J. C. Duttweiler has taken possession 
of the hardware business of C. A. 
Rauscher at Lockridge. 

A deal has been completed whereby 
Andrew Schmitt becomes the owner of 
the Henry Warnke hardware stock at 
Maynard. P 

Charles Kraupa has disposed of his 
interest in the Brown Hardware Com- 
pany at Nora Springs. 

Kansas. 

The McGregor Hardware Company 

have opened a new store at Winfield. 
Michigan. 

Rosenberg and Forbes have purchased 
the Elston Garage Building at Riverside 
and will establish a hardware store there. 

E. A. Barlow has purchased the inter- 
est of his partner, B. P. Hummel, in the 
Hummel and Barlow Hardware store at 
Pleasant Hill. 

Missouri. 

J. T. Brown has sold his hardware 
stock at Rich Hill to S. E. Coburn of 
Kansas City. 

North Carolina. 

Three Points Hardware Company, 
Biltmore, has been incorporated with a 
capital stock of $25,000, of which $300 
has been subscribed by C. P. and C. C. 
Lingerfelt and E. H.. Sawyer, all of 


Asheville. 
Oklahoma. 

The Lewis and Taylor Hardware 
Store at Norman has been destroyed by 
fire. 

Wisconsin. 

Kitz and Peil, hardware dealers at 

Oshkosh, have enlarged their store. 





If you hear of a man complain 
of the cost of advertising, you can 
put him down as having been un- 
fortunate in selecting his methods, 
unprogressive, or that he displays a 
decided lack of vision. 
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Regular, Real Advertising of Stoves and Ranges Is 


33 


Absolutely Necessary to Build Successful Business. 


Spasmodic, Say-Nothing Announcements Are of Little or No 
Value in Developing and Maintaining Paying Stove Department. 


N the editorial published in the 

September Ist issue of AMERICAN 
ARTISAN, attention was called to the 
fact that there was a very noticeable 
scarcity of stove advertising in the 
Chicago newspapers, as compared 
with the space used by retailers of 
musical instruments, toilet articles, 
automobiles and various luxuries. 

For example, in one Sunday edi- 
tion of the leading paper there was 
eight times the space used for 
musical instrument advertising as 
for stoves, and a large part of the 
latter was inserted by the gas com- 
pany store! 

And the evening papers made just 
as poor a showing. 

The country and small city news- 
papers in all sections are just as 
much lacking in stove advertising as 
those in the large cities! 


It may be argued on the part of 
the retail stove dealer that a stove 
or a range is an article of necessity, 
and that people have to have them, 
‘also that they will buy them when 
they actually need them, and not be- 
fore. 

People have to eat. Meat, 
flour and vegetables are things of 
vital necessity. You cannot live 
without them. You have to buy 
them, and you are not likely to buy 
more of them than you actually 
need. 

And yet—we find in Chicago high 
grade grocery stores, like Tebbets 
& Garland, using large space to tell 
people about these things of vital 
necessity. 

Why? 

And further—the three great 
chain grocery store syndicates use 
space—very high priced space—to 
ask people to come in and buy soap, 
potatoes, canned tomatoes, eggs, etc. 

Why? 

And these “high grade” and “low 
price” stores—catering to entirely 
different classes of buyers—find it 


profitable to pay out money to tell 
people about things that these people 
must buy anyway. 

Why? 

For no other reason than the fact 


that they know that advertising— 
continuous, steady, regular advertis- 
ing—brings them increased business 
and profits. 

Women can be educated by con- 





It Is Now Time to Get Your 
HEATER 


or Range. Cold weather will be here 


before you know it. 


Make your first 


payment iiow so you will be prepared 
when it turns cold. We give a discount 


for cash 




















Early Sale of 
Oak Heaters 





This Oak Heater burns prac- 
tically any fuel with great 


The Monarch Range has been put to every test 
and has proven to be one of the highest grade 
ranges.on the market and at a price much less 
than other Ranges of this quality. Made of all 
maleable iron. All walls exposed to gas and 
cresote are vitris enameled covered which posi- 
tively eliminates any possibility of rust. Come in 
and let us demonstrate-this remarkable range to 
you. Complete range-like cut. Price, $90.00 





economy. Heavy cast iron fire 
pot sefs on separate leg base. 
Beautifully nickel trimmed; 
holds fire good. A real buy at 
this price $23.00. Delivered on 
payment of $1.00 down. Bal- 
ance easy payments. 








Figure 1—With Some Slight Rearrangement of the Headline, This Advertise- 


ment Would Be Good. It makes the Reader Think of Stoves and 
Carries a Definite Price. 
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sistent advertising to buy ranges— 
not only some particular kind of 
range, but at the particular time 
when you want them to buy. 

And just as a man may be per- 
suaded by advertising and by the 
women folks in his family to trade 
in his perfectly good Merrimack 
six of the 1921 vintage and pay al- 
most the full cash price for the new 
1924 type, just so can women and 
men be persuaded to get rid of the 
old range that might last a few years 
longer but has some faults, due to 
its length of service only, and then 
buy a brand new range, thus putting 
more ranges in circulation and in- 
cidentally increasing the stove mer- 
chant’s sales and profits. 

Occasionally we find stove mer- 
chants who do these things—and in 
every case they are consistent users 
of advertising—week in and week 
out, all the year. 

People get married every day in 
the year; they “set up” housekeep- 
ing in February and in June—and 
incidentally there is more stove ad- 
vertising in February than in June, 
although twice as many matrimonial 
bonds are tied in the summer months 
as during winter. 

Now then— 

Isn’t it about time that the aver- 
age stove dealer took a look at him- 
self and said to himself: 

“T am a dub. 
to sell a stove or a range when some- 


I have been content - 
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—All Prices 


Let us tag a stove for you today .You get 
it the day you want it. No disappoint 
ment. We want to impress on your min 


that when you think of a Stove, Range “ Prices in Years 


Heater, it pays to think of Meridith’s 


F. M. MERIDITH 
FURNITURE CO. 


320-350 E. Cerro Gordo St. 


At the Lowest 





Several fine 

ers and ranges 
that have been 
unclaimed in 


storage CHEAP. 

















Figure 3.—A Dashing Piece of Copy Which Flares Out at You Like a Sudden 
Burst of Flame, But Really Says Little or Nothing. 


body came in and told me that he 
wanted to buy one. 

“T have fallen into the habit of 
thinking that coal ranges can only 
be sold in cold weather. I have fig- 
ured that oil cook stoves are only 
bought in hot weather. 

“From now on, I am going to 
build my stove department up to a 
real profit-producing department. 

“IT am going to dig up prospects. 
I am going to develop these pros- 
pects. I am going to sell more 
ranges this winter, more heating 
stoves, more oil heaters. 

“And I will start right now.” 

A stove department should turn 
its stock at least four times, and it 
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SCHILL HEATING STOVES AND RANGES 


We are now, and have been for the past ten 
years, handling the old celebrated Schill line 
of Heating Stoves and Ranges. To those of 
you who are not acquainted with this line, we 
might add that the celebrated Schill line has 
been handled in Danville for the past forty 
years. Ask your Mother or Father, or bet- 
ter still, your grandparents, and they will tell 
you they recall very distinctly when the 
=» French Hardware Store sold the Schill line. 


Ip nan Account With Us 




















$5.00 For Your Old Stove $5.00 


We will allow you $5.00 for your Old Heating Stove or Range on a new one. It makes no dif- 
ference what condition your old stove is in—the above allowance will be made. Come in, make 
your selections, and our motor trucks will deliver the stove selected to your home, set it up, fur- 
nishing pipe, collar and elbow, without any cost to you whatsoever. Investigate this free offer 
today, as we reserve the right to withdraw it at any time. 








BARGER-WHITE FURNITURE COMPANY 











Figure 2.—This Advertisement Makes a Special Offer for the Old Stove, a Piece 


of Strategy With Unquestioned Pulling Power. 


is being turned that number of 
times by merchants who really 
“sell” their stoves and ranges in- 
stead of “allowing” people to come 
in and buy them. 

And in every case it will be found 
that such a merchant was a thorough 
exponent of the doctrine of regular, 
consistent advertising. 

All right, then— 

But shall I advertise? Just say- 
ing that I have a fine stock of ex- 
cellent, low-priced goods is not likely 
to bring anybody in. They all know 
that I sell stoves, and most of them 
know which brand I am carrying ° 
in stock. 

Right you are, first shot out of 
the box! 

We show some of these advertise- 
ments in these pages. Some of them 
are not so bad as others ; but it really 
seems too bad to spend good money 
for newspaper space and then not 
to make the best possible use of that 
space. 

What would you say about a man 
who built a fine home, fixed it up 
fine inside, bought beautiful furni- 
ture for it and then nailed up all his 
windows and turned off the electric 
current, using only tallow dips to 
light the way of his callers? 

Well, these so-called, but mis- 
named, advertisements that run on 
this order: “We have just received 
a carload of —— ranges. Come in 
and see them. Our prices are very 
reasonable,” represent just so much 
money thrown away. 
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On the other hand—read the ad- 
yertisement reproduced in Figure 
1. While we should have placed 
“Heater or Range” in one heavy 
typed line, this is on the whole a 
well prepared advertisement. It 
contains a headline that makes the 
reader think of stoves and ranges. 
Then there are two illustrations, 
each one with a concise description 
and—most important of all—a defi- 
nite price. 

In case of the range, the adver- 
tiser might well have enlarged on 
its fine baking qualities, its fuel 
economy and the ease with which it 
can be kept clean, but this adver- 
tisement is far ahead of the great 
majority of stove advertisements 
that come to the writer’s desk. It 
was inserted by C. E. Hudgin in 
the Journal, Jacksonville, Illinois, 
and occupied ten inches, three col- 
umns wide. 

The Badger White Furniture 
Company have evidently builf up a 
lot of good-will for Schill stoves and 
ranges, and they are wise in making 





THE STORE OF QUALITY 


STOVES 


These cool nights are the 
first signals of an early fall 
and winter—Be prepared 
Buy a 


Globe 


Heater 


now and have a comforta- 
ble home. Large and com- 
plete stock at lowest possi- 
ble prices. 














WE UNDERSELL 





Figure 4.—Gives Its Readers Little 
Reason for Wanting to Buy the 
Stove Advertised. 








STORKS 


512-514 Up. Fourth St. 


Between Walnut and Chestnut 
ZOME OF LOW PRICES 


Worth-While Values 
Our Prices Are Right 































We have a complete stock of 
Heaters—any style you want. By 
paying a amall amount down we 
hold your heater till you call us. 


Pet Oak 


Heater -..+- +. .... $13.00 
ur a... SLee 
Senter aso cesses $15.00 
Hester ---.-- ---- $19.00 
ga $22.00 
Sac -------> SOOO 
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Modern Leader 
Cook Stove ....... 








Gas Stoves 





Dandy Baking 
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use of this point in their advertising. 
The idea of offering $5.00 for the 
old stove is not old, but it surely 
works. Under the circumstances, 
the writer does not consider it nec- 
essary to say anything about price. 
But, on the other hand, such a 
“good-will” advertisement must be 
followed by others of the straight 
descriptive and price quoting char- 
acter in order to bring the best re- 
sults. Figure 2 shows a reduction 
from their four-column, six inch an- 
nouncement. 

In Figure 3 we show a five-col- 
umn, six-inch advertisement that 
says very little. That statement, 
“We want to impress on your mind 
that when you think of a stove, 
range or heater, it pays to think of 
Meredith’s,” would really have 
meant something if there had been 
one or more items described and 
priced. As it is, the combination 
of words is just a statement without 
anything to back it up. This an- 
nouncement appeared in the De- 
catur, Illinois, Herald. 

Compare in your own mind the 
two advertisements reproduced in 
Figures 4 and 5. Why shculd any 


Get Ready 


For Winter 


We have everything for 
the 


STOVE, RANGE 
AND FURNACE 


The Best Grades of stove 
and Furnace Pipe, collars 
and dampers, floor boards 
base burner mica. 

We repair all makes of 
stoves, ranges and fur- 
naces. — 


§3@ Stove & Furnace 
YATE S Repair Works 
Cor. Water & Broadway 
Phone 1373 Piqua, O. 
SSSSSESTORESEREISESERSISSSEESICISSITICECIEETID 


Figure 6.—An Excellent and Timely 
Advertisement. Arrangement 
Could Be Improved Upon. 
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one buy the heater mentioned in 
the first one? The writer knows 
that it is a good heater, and so—no 
doubt—does the dealer, but he says 
very little about it and he says noth- 
ing about its price. “Lowest pos- 
sible prices” either means a lot, or 
else it means nothing, and if the 
statement is true, why not quote 
the price? 

On the other hand, stoves are not 
the same as canned goods or break- 
fast foods. A grocer can say 
“Cream of Wheat, per package ,15 
cents,” and most people will know 
whether he offers a bargain, but how 
is anyone to know whether the Pet 
Oak will heat a large room well 
enough, or whether the Washington 
Grand Oak is really the size to buy? 

Incidentally, six different sizes of 
oak heaters seem too many for a well 
balanced stock. 

This advertisement occupied ten 
inches, single column in the Evans- 
ville, Indiana, Courier and Journal. 

Figure 6 shows an unusual ad- 
vertisement—that of a stove and 
furnace repair concern. It is timely 
and indicates that Mr. Yate is up 
and doing. For a newspaper in a 
city like Piqua, Ohio, the arrange- 
ment of display ought to have been 
better. The Call contained this 
four-inch, single column advertise- 
ment. 

George W. Gainey believes in 
telling people what he carries in 
stock. Figure 7 is a reduction of 
a six-column, full-page length, ad- 
vertisement in the Flint, Michigan, 
Journal. 


Not less than seven’ different 
ranges and five heaters are illus- 
trated, described in detail and defi- 
nitely priced, and there is a good 
‘fntroduction.” On the whole, 
credit is due to the person who pre- 
pared this advertisement. It con- 
tains all the essential parts of an 
effective printed sales talk. 

But here again, the writer ven- 
tures‘to suggest that there are too 
many grades, which means larger 
investment, less turnover and, there- 
fore, smaller net profit percentage. 

Figure 8 shows a four-column, 
ten-inch advertisement which ap- 
peared in the Washington, Illinois, 


Reporter. It was published by the 
Peoria branch of a large furniture 
house operating in several cities 
in the central states. The writer is 
not particularly impressed with this 
sort of “advertising.” While he 
would not say that this company did 
not buy these stoves at an extraor- 
dinarily low price, the story does 
not sound quite right, especially in 
view of the fact that prices were 
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not being reduced last spring. Ip 
fact, the market showed signs of 
running away all during the first 
four months of 1923. 

Again, if the prices which this 
company ask are really so very low 
—why not quote a few of them, just 
to prove the case? A mere state- 
ment without anything to back it up 
is not likely to go very far in the 
matter of carrying conviction, and 
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Gy The Geo. W. Gainey Furniture Company 








Our First Great Shipment of * 


WASHINGTON: 


STOVES 


3 Carloads " — at Old Fashioned Prices 
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i Garland Stove Compan: produc of cooking and heating They 
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makes —— all equipped with large cooking og spacious ovens and enameled finishes, making them a thing of beauty in the home, as well as depend- 


Washington lines are made im sizes and styles and at prices to meet every possible need and 


mtiand condmon 
Bosh = gas combination from the largest range to smallest cannon, 














_ -_ big stove shipment includes everything to burn coal, or wood or coal, wood and 
ball heat 
Oak Heaters Which Extra Large Oak Heater H 
Burn Coal or Wood for Larger Home 
tae £2 Sn on. Ha tre woh snk Soe, Set 
‘ Stands 44 inches high. nickel trummed nickel tranmed, with nickel base 
screw drafts and large feed door and 
sig) sep $23.50 
$] 300 50 174m. Firepon Eke cut— 
$27.50 
11a. Fire-pot $6.75 dim Fire-pot— 
‘ san teeoe :. tase $32.50 i 
2-Burner Laundry Stove Reba Parlor Heaters | Washington Coal Ranges 
oen at Great 


Don « fail to imepect 
'Se2! omy with eame convensnces ' 
a # burn 





Values 






$6.50 


4-Hole Laundry Stove 


top with four Sinch lide large fire-pot 
and deep grete 


$10.50 


The Washington 
18 Inch Oven 
Range 


400-Ib 6-lid. 18-inch oven coal 
range. complete exactly like cut* 
with duplex grates and an excep. “WH 
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‘Garland Combination 
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A lerge Garland 
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Enamel spleshere 
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$110 | 
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Figure 7.—Six-Column Full-Page Advertisement Stating Exactly What There 
Is to Be Had and the Price. 
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presumably that was the purpose of 
the advertisement. 

Robinson’s, 317 Walnut Street, 
Des Moines, Iowa, uses three ex- 
cellent selling arguments in the two- 
column, six-inch advertisement 
which is reproduced in Figure 9 
from the Des Moines Tribune: 

First, that his stock is complete 
now. 

Secondly, that there will be fre- 
quent cold snaps before the real 
“furnace” weather sets in. 

Third, that stoves bought early 
give ‘the merchant plenty of time to 
set them up, thus insuring a better 
job and also quicker delivery. 


HENENTMEWENTHHZNENSNS SNEHNZNENSHEMENEH 


Let Hartman 
FEATHER YOUR NEST 


O. S. Wallace, Staunton, Vir- 
ginia, had a single column, seven- 
inch advertisement in the Leader of 
that city. He tells about a sort of 
stove which is not used much in the 
central West, but he does a fairly 
good job of it, except that he fails 
to say anything about size and price. 

Ten advertisements have been re- 
viewed in the foregoing. Some of 
them were fine; some passing with 
“good,” some with “fair,” and a few 
with “poor.” 

Now the point to this article is 


that if a retailér of stoves wants to . 


make any real money on his invest- 
ment in that line, he must develop 


Mi 





values in 


you. 


snapped up. 


328-330 S. Adams St., 


SH EHSHNSHLINSMENSHMSNMNSHEM SHSNHShNLHANTSHSMNENZHENEA NHSHNSASNEN Ehsan 


We are glai to be able to offer our friends and trade such wonderful 
ves, (heating, cooking and gas ranges) as we can do’this fall. 
Through a specia’ purchase, made early last spring, we were able @ buy 
hundreds of stoves way below the usual price usually asked. Then, too, 
buying in such large quantities as we did we were given an additional dis- 
count. We are passing on the benefit of our buy plus the extra discount to 


However, we would suggest that you come in early and pick out your 
stove for we realize that, though we have large stocks, they will soon be 


Remember, too, our terms are made to suit you. 





HARTMAN FURNITURE AND CARPET CO. 


Peoria, Ili. 
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7 HENENSNS NSN SHMSNSMENSNSN IHNEN INENSNINEN 
Figure 8.—Why Attempt to Mislead Patrons by Introducing Threadbare Vocifer- 


ations Without Also Giving Some Proof of Low Prices? 
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himself into a real stove merchant. 

The price he pays for his line is 
of comparatively little importance, 
and so is his selling price, so long as 
the people in his territory are so 
situated that they can afford to buy 
what he wants to sell. His judg- 
ment as to that is the first important 
factor in his success. 

The second is the question as to 
whether he shall spend any money 
for advertising—of any sort that is 
real advertising, and tg this our re- 
ply is that the great successes in 
the retail business have all been 
built on a foundation in which reg- 
ular advertising was and is an im- 
portant part. 


So if he is willing to benefit by 
the experience of others who have 
gained success, he will conclude to 
be a consistant, regular advertiser. 

Third, the day has gone by when 
a retailer can afford to “wait” for 
customers. He must go out in the 
highways and byways and_ bring 
them in—because otherwise the 
competitor around the corner will 
grab them. 

This Fall should be a good one 
in practically every section—leaving 
out only those stretches where wheat 
farming has proved a failure. 

It is up to the retail store mer- 
chants themselves to decide just 
how good the season is to turn out. 

They can make a real buying suc- 


- cess of the next ten weeks. 


They can take things just as they 
come, and thus have an indifferent 
season. 

It depends on you, kind reader. 

Go to it! 





Ingenious Stove Repairs 

Announcement Card Devised 

by United Stove Repair Company. 
A very unique and highly credit- 

able store card, calling attention to 

the stove repair department, has 


been arranged by the United Stove . 


Repair Company, 117 to 121 Arch 
Street, Philadelphia, Pennsylvania, 
of which J. B. Borden is Vice-Pres- 
ident. 

The card is 7x10% inches. On 
one side in large, glaring red let- 
ters the words, “We furnish Re- 







































pairs for stoves, ranges, furnaces, 
steam and hot water boilers” attracts 
the eye of the customer. 

On the reverse side of the card 
are listed the names of furnace and 
stove manufacturers a _ stock of 
whose repair parts are carried by 
the Company, also a list of stove 
dealers’ supplies. 
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Complete Home Furnishers 


317 Walnut 


Buy That Heater NOW 


Our stocks are complete, 
giving you a large selection. 


Cold snaps will be frequent 
and a heating stove wili 
come 
Stoves bought early give us 
plenty of time to set up in 
the right way 


complete line of Heating 
Stoves. 
Ranges and High Ovens, at low 
prices. 

Special in No. 719 Peerless Menater. 
nickel 
heat three 
rooms 


See this stove before we «cll out. 
Stee! Ranges with high 
closets, up from 


All stoves set up in your home at no extra 


A number of slightly used ranges and heaters that 
were taken in on furniture. at verv low prices. 


Credit Terms to Suit Your Convenience 


ner posts are made of cans of stove 
polish. The brilliant designer of 
this illustrious display has even 
carried his work so far as to place, 
with impunity, a perfectly con- 
structed fowl in the front yard of 
the cabin, stretching its long neck 
as if attempting to look into the 
cabin door. 








in pretty handy. 








Steel Ranges, Cast 







big enough to 


$30.00 


trim, 









$40.00 











Figure 9—An Advertisement With Pulling Power Which Appeals to Common- 
sense Reasoning to Bring Customers Into the Store. 


In addition to these lists and as 
if to relieve the ennui attendant 
upon reading a list of names, the 
company, with its usual ingenious 
resourcefulness, has introduced an 
attractive illustration in the center 
of the card portraying a small cabin 
complete, with gardens, walks, 
flower beds, an old-fashioned well 
with its bucket. The cabin itself is 
constructed with grates; the fence 
is made of dampers, while the cor- 





Such are the resources of masters 
of an art that we could never im- 
agine them starving to death on a 
barren island. 


Kalbitzer Sold Seventy-Two Ranges 
in Less Than Three Hours. 

When a Babe Ruth breaks the 
league record for the number of 
home runs, he is accorded well-de- 
publicity in the leading 
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papers. When we heard that a few 
weeks ago Kalbitzer’s Hardware 
Store, in Wheeling, West Virginia, 
had broken a record for sales of 
stoves in half a day, we inquired 
and found out the following perti- 
nent facts. 

A building adjoining their store 
caught fire. In the ensuing battling 
of the flames by firemen the Kal- 
bitzer basement was flooded with 
water, thereby giving a bath to the 
Reliable gas ranges there. 

Immediately the Stove Depart- 


AIR-TIGHT 








Here you will find the most com- 
plete line of Wood Heating Stoves 
made. The variety of sizes and 
Styles is complete. All are made 
of Smooth Refined steel and with 
the exception of Specials are full 
steel lined. The Special is made 
with or without lining. The re- 
movable bottom feature on our 
stoves is known wherever wood 
stoves are used. 


0.5. WALLACE 





110 W MAIN STREET 








Figure 10.—A Fair Advertisement 


Whose Pulling Power Would Be 
Increased With Mention of 
Size of Stove and Price. 
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ment manager, Mr. Postlethwait, 
got busy and advertised a stove sale 
by means of half page ads in the 
three Wheeling newspapers. 

The papers were read. The ads 
were seen. Many readers flocked 
to Kalbitzer’s. Many bought ranges. 
In fact, the people came in such 
great numbers that before ten 
o'clock of the morning of the sale 
exactly seventy-two Reliable gas 
ranges had been sold. 

There’s a record for you! Seven- 
ty-two ranges sold in less than three 
hours. That’s a little better than 
twenty-four an hour. 

If anyone knows of a better rec- 
ord, will he give the Editor the 
name and address? 





Cases Where Impatience 
Causes Real Harm. 


The every-day American has a 
natural propensity to tinker. It is 
manifest in everything he under- 
takes from legislation to the replac- 
ing of a door knob. Let anything 
get out of kilter and he at once fig- 
ures out some fantastic way to set 
it right, usually consuming more 
time and energy in accomplishing 
his purpose than it would take to do 
it right in the first place. If markets 
become unbalanced through the 
working of economic laws, he rushes 
at once to the legislature; if a fuse 
blows, he plugs the block with a 
penny; if a button comes off his 
pants, he uses a nail. Anything to 
get immediate results. 





Your Fire Insurance Contract 
Is a “Fifty-Fifty”’ Proposition. 
Why is it that, with upwards of 
thirty million fire insurance policies 
in force-—the equivalent of one for 
every family in America, with sev- 
eral millions to spare—probably not 
more than one policy in every hun- 
dred has been read by its holder? 
The reason for this seeming in- 
difference lies in the fact that ‘most 
people insist on “buying” fire in- 
surance, regarding it in much the 
same light as the casual purchase 
of a loaf of bread. They do not 
read all of the printing on the wrap- 


per of a loaf of bread; why, then, 
they reason, should they trouble to 
read all that “tiresome lingo” in 
their insurance policies? 

Looking upon insurance as an or- 
dinary commodity is, however, fun- 
damentally wrong. People should 
realize that, in reality, they are not 
“buying” anything when they take 
out insurance. What they are do- 
ing is entering into a definite con- 
tract. Indeed, the very word “pol- 
icy” comes from the Italian “pol- 
iza,” meaning contract or agree- 
ment. 

All contracts have their condi- 
tions, including a contract of insur- 
ance. If these conditions, whict. 
are printed in every policy, are not 
lived up to, then the agreement 
ceases to be binding and the protec- 
tion becomes non-existent. 

Under the heading of “Stipula- 
tions and Conditions,” in every fire 
insurance policy, appear 200 lines 
of what printers call eight-point 
type. The wording, to the last 
period, is prescribed by law, and 
even the size of the type may not 
vary. In these 200 lines there are 
exactly 1,920 words—remarkablv 
few, considering that upwards of 
eighty billion dollars’ worth of 
property is under their guardian- 
ship. 

The first 125 of the 200 lines 
specify what the policyholder must 
do or refrain from doing in order 
not to break the agreement. For 
instance, concealment of any ma- 
terial fact which might have led 
the company to reject the risk will 
void the policy. Such concealment, 
for example, might be the know- 
ledge of threatened arson. Simi- 
larly, the agreement will be vio- 
lated. 

If interest in the property is mis- 
stated; that is, if one declares that 
he is the owner when, in reality, a 
relative holds a legal interest. 

If the policy is on a manufactur- 
ing plant which is being operated 
at night without written permission. 

If the fire hazard is increased by 
any means within the assured’s con- 
trol. 

If the company is not notified 
when extensive repairs or altera- 
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tions are made. The reason for this 
provision is that the work of repair- 
ing increases the hazard, while alter- 
ations change the original nature of 
the property as it stood when the 
policy was written. 

If there is change in ownership, 
other than that brought about by 
death. Strictly speaking, of course. 
property never is insured; individ- 
als are insured against financial loss 
from destruction of their property. 
An insurance policy is a personal 
contract ; hence, if the parties to the 
contract change a new agreement 
must be drawn. 

If the policy is assigned to an- 
other person before a loss, no mat- 
ter for what purpose. 

If the property is left unoccupied 
for more than ten days without no- 
tice to the company’s authorized 
agent. This period is extended by 
endorsement, however, in individual 
policies, according to the grade of 
public protection which the property 
enjoys. 

These are a few of the more im- 
portant conditions under which pro- 
tection is granted. They will be 
found fully covered in the first 125 
lines. 


As for the last 75 lines, these ex- 
plain exactly what the policyholder 
must do if fire occurs. Briefly, he 
is required to give immediate notice ; 
to protect the property from fur- 
ther damage; to furnish sworn 
proof of loss within sixty days (un- 
less excused by the company), and 
finally, to do everything reasonable 
to assist in any investigation that 
the company may desire to make of 
the fire or of the extent of the ‘vss. 
Those who read this passage in 
their policies will not be so foolish, 
if fire occurs, as to heed the advice 
of the misguided person who warns 
them to “leave everything as it is 
until the adjuster comes.” 

Policyholders will learn a good 
many more things if only they will 
take a few minutes to read their 
policies. They will learn not only 
what they cannot do, but also what 
the company cannot do. If policy- 
holders are not certain that they are 
properly covered, they should con- 
sult their local agent. 
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Fall Trade Develops Slowly; Conservative Policy Main- 


tained; German Surrender New Factor. 


Buying in Non- Ferrous Not Heavy — Copper and Tin React 
Slightly to Encouraging European News—Lead and Zinc Both Slow. 


ROGRESS toward increased 

business as the fall season opens 
is decidedly uneven, sharp contrasts 
appearing in different quarters. 
There is naturally more activity 
now than prevailed in mid-Summer, 
but gains develop slowly in various 
instances and irregularity of prices 
is a conspicuous phase. While cur- 
rent transactions are heavy in the 
aggregate, new demands in some 
channels are restricted because re- 
quirements were largely covered 
ahead during the. noteworthy com- 
mercial revival of earlier months 
this year. 

Deliveries on these contracts are 
meeting the immediate needs of con- 
sumers in many cases, and there is 
not the same incentive for active 
purchasing with depleted supplies 
of goods replenished. A reassuring 
feature of the existing situation is 
the maintenance of a conservative 
policy and the disposition to avoid 
unwholesome expansion. 

News from Europe has en- 
couraged buying in some of the 
non-ferrous metals, but this buying 
is not heavy. 


Copper. 

Business was less active in cop- 
per after increased transactions the 
latter part of last week and a num- 
ber of consumers placed moderate 
orders for electrolytic at 13.37% 
cents to 13.50 cents delivered. 

While there were a number of in- 
quiries, orders booked were smaller 
both in number and amount, proba- 
bly because producers have ad- 
vanced asking prices to 13.50 cents 
delivered to eastern consumers and 
13.62%4 cents delivered for ship- 
ment to the interior. It develops 
that considerable business was taken 
last week at prices ranging from 
13.25 cents to 13.37% cents deliv- 
ered, the larger volume of business 
being a result of the lower prices. 


It is estimated that about 10,000,000 
pounds were taken at the inside 
price. 

“World consumption of new cop- 
per for the last eight months ac- 
cording to the Wall Street Journal 
has averaged approximately 230,- 
000,000 pounds a month. Ameri- 
can mines and refineries supplied 
192,500,000 pounds of this and 37,- 
500,000 have come from the mines 
of other continents. 

Tin. 

There has been an almost com- 
plete absence of business in the New 
York market, and except for occa- 
sional purchases for quick ship- 
ments consumers have not shown 
the slightest interest. Prices in this 
market have moved up about 1 cent 
but are still. somewhat below the 
foreign limits. 

On the local exchange 75 tons of 
Straits for September and October 
deliveries were sold at 42.00 cents 
and 25 tons at 42.10 cents. There 
were offerings at 42.12%4 cents both 
for spot and futures, but buyers did 
not show much interest. 

Having declined to buy last Fri- 
day when the price was 1 cent lower, 
it would have been surprising if 
either consumers or dealers . had 
bought freely at the rise. 

There is no evidence of any un- 
covered short interest in this market 
and therefore there is no liklihood 
of witnessing a scramble for sup- 
plies. 


Lead. 


There is an increase in the offer- 
ings of soft Missouri lead for 
prompt and October shipment and 
while the general asking price is 
6.75 cents St. Louis it is known that 
quotations of 6.70 cents have been 
named. 

Producers say they have no com- 
plaint to make regarding the pur- 
chases by consumers and their ship- 


ments on contracts continue to equal 
the output. The only change as 
they see it is that certain producers 
have a freer supply of prompt lead 
and the St. Louis market, which has 
been considerably above New York 
parity, is slightly easier on that ac- 
count. 


Zinc. 


Prices of prime western zinc re- 
main approximately the same as at 
the end of last week at 6.40 cents St. 
Louis for prompt and September, 
6:42%4 cents for October and 6.45 
cents to 6.4714 for November and 
December. For the brass special 
grade sellers continue to ask a pre- 
mium of 15 points. 


Prime western zinc prices have 
been maintained at 6.40 cents, East 
St. Louis, with inquiry slack. Eng- 
land has been trying to buy metal 
afloat and for September shipment 
from Gulf ports. With ore prices 
around $40 there is little or no profit 
for most smelters in 6.40 cents zinc 
and this fact has tended to keep a 
dull market from going lower. 

Another factor is the expectation 
that Europe will have to buy con- 
siderable zinc. 

Belgium is reported to have taken 
an order for 20,000 tons of rolled 
zinc for the Argentine government 
for locust prevention. The impor- 
tance of this tonnage can be appre- 
ciated when it is realized the entire 
American output of rolled zinc in 
1922 was only about 50,000 tons. 


Wire Nails 


Inquiry at Chicago for wire and 
nails is increasing after the lull of 
the late summer, but has not yet 
reached the point where bookings 
are equal to shipments. As a result, 
deliveries are being brought nearer 
and fairly good promises can be 
made. Barbed wire is available for 
immediate delivery as this depart- 
ment is relatively slow. The slight 
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bulge in buying of barbed wire re- 
cently was to supply material for 
late season work on farms, which 
has passed, and buying for spring 
work is not due to start for some 
time. Prices are unchanged and are 
not being shaded. 


Sheets. 


Current needs of sheet users are 
being met by independent producers, 
and they are reaping the benefit of 
the heavy order books ruling with 
the leading interest. 

Sheet prices at Pittsburgh are un- 
changed on the basis of 3.00 cents, 
3.85 cents, 5.00 cents and 5.35 cents 
on blue annealed, black, galvanized 
and full-finished automobile sheets, 
respectively. 

Sheet mills at Chicago find a con- 
tinuing steady demand and with 
orders covering the greater part of 
the probable production in fourth 
quarter, no difficulty is expected in 
selling the entire output for the year. 
Some trouble is encountered in ob- 
taining sufficient labor and an im- 
portant independent mill is able to 
produce at only 75 per cent of ca- 
pacity. 

Chicago mills are unable to take 
all the business offered and consid- 
erable tonnage is being declined be- 
cause deliveries cannot be made 
promptly enough to please buyers. 
Prices are fairly steady. at 3.00 cents, 
Pittsburgh, for blue annealed, 3.85 
cents for black, and 5.00 cents for 
galvanized. Some rumors are heard 
of eastern mills offering black sheets 
at 3.75 cents, Pittsburgh, but this is 
not sufficient to disturb the market. 


Tin Plate. 


Tin plate production in the fourth 
quarter of this year seems certain to 
make a new record for the quarter, 
which would mean that the ending 
of the year would be much better 
than the year as a whole. 

As nearly as can be estimated, 
production of tin plate in the first 
three quarters of this year, through 
the present month, will come out at 
between 28,000,000 and 29,000,000 
base boxes. 

The record calendar year was 
1917, with between 35,000,000 and 
36,000,000 boxes. Thus the fourth 


quarter this year could show a con- 
siderable decline in production and 
still make the year’s output a record 
one. Ordinarily there would be a 
considerable decrease in fourth quar- 
ter from the average of the three 
quarters preceding, but this year 
there is more likely to be a slight 
increase, on account of a little im- 
provement in operating conditions. 
With an unchanged rate for the 
fourth quarter the year would come 
out at say one or two million boxes 
ahead of the record, made in 1917. 

Nearly all the tin plate business 
for the fourth quarter has now been 
put through, and the business was 
transacted smoothly and easily, con- 
sumers simply placing orders and 
contracts with their usual sources 
of supply. There has been scarcely 
any exchange of customers. The 
price has scarcely been discussed at 
all, consumers finding no occasion 
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to expect concessions. We quote 
the market strong at $5.50. 


Solder. 


Chicago warehouse prices on 
solder are as follows: Warranted, 
50-50, $27.50; Commercial, 45-55, 
$26.55, and Plumbers’, $25.50, all 
per 100 pounds. 


Old Metals. 


Wholesale quotations in the Chi- 
cago district, which should be con- 
sidered as nominal, are as follows: 
Old steel axles, $18.00 to $18.50; 
old iron axles, $25.50 to $26.00; 
steel springs, $19.50 to $20.00; No. 
1 wrought iron, $15.50 to $16.00; 
No. 1 cast, $18.50 to $19.00, all per 
net tons. Prices for non-ferrous 
metals are quoted as follows, per 
pounds: Light copper, 9% cents; 
light brass, 5 cents; lead, 4%4 cents ; 
zinc, 3% cents, and cast aluminum, 
15 cents. 


Pig Iron Market Dull; Fourth Qineter Buying 
Deferred; Production Exceeds Consumption. 


Chicago Selling at $26—Pitisburgh Market Quiet— 
Birmingham Iron Reaches §24 for No. 2 Foundry. 


URTHER weakness has ap- 

peared this week in pig iron as 
buyers have held back and produc- 
tion apparently has continued in ex- 
cess of consumption despite the re- 
cent blowing out of furnaces. Other 
stacks now are being put out includ- 
ing two in Alabama and one at Chi- 
cago. Alabama iron is freely of- 
fered at $21, Birmingham, a cut of 
$2, the Chicago market is down $1 
to $26 and $24.50 base was done 
this week at Buffalo, southern Ohio 
and in the valleys. Eastern prices 
also are soft. A large eastern steel 
company again has entered the mar- 
ket as a seller out of Buffalo. 

More interest is noted in the pig 
iron market at Chicago, and quiet 
buying is appearing. Consumers 
think the price is sufficiently low to 
allow covering for 30 to 60 days. 

Melters have no stocks, and buy 
spot iron in most instances. — 

Foundries are melting steadily, as 
evidenced by a continued heavy con- 
sumption of coke. Signs point to 





a continued need for iron through 
the winter. 

An important producer has cov- 
ered nearly half of its fourth quar- 
ter output. The market is quotable 
at $26, furnace. Rumors of $25 are 
found to refer to off-sulphur iron, 
sold at a concession. A Wisconsin 
melter wants 300 tons of foundry 
iron, and a Michigan user is in the 
market for 500 tons of southern 
iron. One lot of several hundred 
tons of foundry iron has been sold 
to a Chicago user at the market 
price. Silveries remain dull. 

Pig iron sales, Bamingham, are 
small and for immediate delivery. 
Quotations generally are $24. for 
No. 2 foundry, though sales in the 
Chicago territory have been closed 
at $23 and less. 

Off-grades and general mixture 
sales have been made at $21 and 
$21.50, curtailment of operations is 
necessary as production exceeds 
new orders. 













nie ee 








Current Hardware and Metal Prices. 


AMERICAN ARTISAN AND HARDWARE RECORD 


is the only 


publication containing Western Hardware and Metal prices corrected weekly, 
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PIG IRON. 
Chicago Foundry.. 27 00 
Southern Fdy. No. 
DD @ehnee6e0e0006 29 51 to 30 01 
Lake Sup. Char- 
DE sc4aeaseoes 32 04 
Malleable ........ 27 00 
* vinsT QUALITY BRIGHT 
TES. 
Box 
Ic saxo 112 Per. “ia 46 
Xx era 4 05 
Imex iixa0" "6¢ sheets it 57 
aor, 3 pweeeeeete 18 12 
1 14 38. neawes 18 65 
Ic 20x28 112 sheets 27 50 
[x SERBS cccccseess 29 85 
xx 20x28 66 sheets 16 15 
xxx De cececeneee 17 20 
EE, «=—§ BOD cccececces 18 25 
TERNE PLA 
ox 
20x28, 40-lb. 112 sheets $25 60 
20x28, 40- 0 


20x28, 30-Ib. “ “4 21 80 
20x28, 30-lb. “ a 24 70 


{Cc 
rm 
Ic 
x 
IC 20x28, 25-lb. “ ” 20 80 
IX 20x28, 25-lb. “ we 23 70 
IC 20x28, 20-lb. “ - 18 30 
ITV 20x28, 20-lb. “ a 21 15 
IC 20x28, 15-ib. “ ” 17 05 
IC 20x28, 12-lb. “ re 15 76 
IC 20x28, 8-lb. “ a 14 05 


COKE PLATES. 


Cokes, 80 lbs., base, 20x28.$14 05 
Cokes, 90 Ibs., base, 20x28. 14 36 


Cokes, 100 Ibs., base, 20x28. 14 65 
Cokes, 167 lbs., base, IC 
DD  chtctedbahes etnias x6 16 10 
Cokes, 135 lbs. base, Ix — 
Cokes, 155 ibs. base, 56 
PD  a6¢0.560096000¢¢0000 9 30 
Cokes, 175° Ibs. base, 66 
DE éb006k6¢600600000% 10 10 
Cokes, Boy Ibs. base, 56 
SEED 00 k6ugs net eueenec< 10 95 
BLUE ANNEALED SHEETS. 
BRED ccccccecces per 100 Ibs. $4 00 
ONE PASS aco ROLLED 
Me. 18-20........ per 100 Ibs. $5 00 
GUO. 38-34... 2.2.2. per 100 lbs. 5 05 
i Ccnenes seens per 100 lbs. 5 10 
 *. eae, per100lbs. 5 15 
Mo e-duinh toa eli per 100 lbs. 5 20 
St Eakesst-eceean per 100 lbs. 5 30 
GALVANIZED 
a ae coccec POP TOO Ibs. $5 60 
Neo. 18-20 per 100 lbs. 6 75 
---Per100 ibs. §& 90 
-.-per100 lbs. 6 05 
--per 100 Ibs. 6 20 
--per100 lbs. 6 35 
Per 160 lbs. 6 86 





BAR SOLDER. 


Ww. ted ’ 
60-50 . --Pper 100 Ibs. $27 50 
Comm 1. 
ee | saenkwun per 100 lbs. 26 55 
Plumbers ....per100 lbs. 25 50 
ZINC. 
RP reer 6 76 


SHEET ZINC. 
Cask lets, stock, 100 Ibs. 11 00 
Less than cask lots, 100 Ibs. 11 50 


BRASS. 
Shoots, Gateage eee 21%e 
gf” ere 8%c 
Tubing, "braced, Serr 26%c 
Ms WE Bednddesianesecean 19¢ 
COPPER. 

Sheets, eng eee 21%c 
St. WO "bacdad dnntbaidds ess 20%c 
Tubing, “gonmnians. Pe 23c 
Wire, No. 9 & 10 B. & S. Ga om 

PEE RRS ML AT EE 1g RAD c 
Wire, No. 11 B. & S. Ga 20%c 

EAD. 

pe Seer T 7 75 
BE aid o. scant eles dat daa wi 8 75 
Sheet. 

Full Coils....per 100 lbs. 10 75 

Cut Colls..... per 100 Ibs. 11 75 

TIN. 

Pig Tin ...... per 100 lbs. 42%c 
Se Seda «ctan per 100 lbs. 43%c 


HARDWARE, SHEET 
METAL _ SUPPLIES, 
WARM AIR HEATER 


FITTINGS AND ACCES- 
SORIES. 
ADZES. 
Coopers’. 
BRAFEOMS ccccccccccccces -.-Net 
WEED 3 cccccrsescccccececes Net 
ag 
Shells, Loaded P 
Loaded with Bier > Powder 18% 
Leaded with Smokeless 
POWGOP 3 ccccccccce eeeeee 18% 
Winchester. 
Smokeless Repeater 
CT Get nent ene a kee 20 & 4% 
Smokeless Leader 
the esas awn 20 & 4% 
Black Powder sacened 20 & 4% 
2m Ss 
Witre Clad .nccccccoce 20 & 4% 
DEE. occtcenecescose 20 & 4% 
Deer GOOD occcccececes 20 & 4% 
Gun Wads— 1000. 
Winchester’ 7. 7- 3 gauge 10&£7% % 
9-10 gauge 10&7% % 
ae 11-28 gauge 1047%% 
ASBESTOS. 
coger ut uP Om BBB. ccceas 6c per Ib. 
aban And ---6%c per Ib 


Millboara. 3/32 te a 
Corrugated ee. (250 
sq. ft. to roll --$6.06 per roll 


AUGERS. 

Bering Machine.......... 40210% 
Carpenter’s Nut ...........-- 50% 
Hollow. 
Stearns, No. 4, doz...... ---$11 60 
Post Hole. 

Iwan’s Pest Hole a we a 4 

Vaughan’s, 4 te in. - $16 


AXES. 

First uality, Single 

Bitte (unhandled, 3 te 

4 Ib., per doz....... «-.-$14 00 
Good uality, Single 

Bitted, same weight, per 

a «sees Secevescescoee 26 6 

BARS, CROW. 

eek. 6 Bh, BD Bic ccceccces $ 80 
Seeek, & Sb.. EB Brccccccccce 1 40 
Pinch bars, 

OW Geo BS Diccccccvcccces 1 @& 
BARS, WRECKING 
Vv. & B. Ne. 13..... eocceee SO 34 
We OR Ee Be Bbc cscseeseces 0 43 
Ve @ Mh Be BRB. cccccccccce ® 67 
VF. DD Oe Bt Bicecevaccsces 0 48 
V. @ Be WR. Bbc ccccccccecs 0 63 
BITS. 


All Vaughan and Bushnell. 
Screw Driver, No. 30, each $ 27 


Screw Driver, No. 1, each 16 
Reamer, No. 80, each... 41 
Reamer, No. 100 each... 41 
Countersink, No. 13, each.. 20 


Countersink, Nos. 14-15 each 27 


BLADES, SAW. 
Atkins 30-in. 
Sy aetna 40 26 

$8 90 $9 45 $5 40 


BLOCKS. 


Wooden 
Patent 


BLOW TORCHES (See Firepots). 





BOARDS. 
Stove. Per Doz. 
Groatal, BO” cccccdccccee 
Wash. 
No. Lbs +3 Banner Globe 
(singl «eeeee DOr Gos. $5 25 
~ w 2. Banner Glo ete eu 
ce ahde- ei oz. 
Ne om B rasa’ “King, 
<eteee oz. 8 26 
No. 860," ‘Single— lain 
PUD cecccccscococcecs 6 25 


BOLTS. 
Carriage, Machine, etc. 


Carriage, cut thread, %xé 
and sizes smaller and 
CS Perr cose 45-5% 


Carriage sizes, larger and 
smaller and shorter....40-5% 
Machine, %x4 and sizes 


smaller and shorter......50% 
Machine, sizes larger and 
longer than %x4...... enteF 
Stove ....... senenseanes 710-6% 
BRACES, RATCHET. 
V. & B. No. 444 8 in....... $4 54 
V. & B. No. 222 8 in....... 3 89 
V. & B. No. 111 8 in....... 3 55 
V. @ B Me. 11 8 Bececese 3 02 
BRUSHES. 


Hot Air Pipe Cleaning. 
Bristle, with handle, each $0 85 
Flue Cleaning. 


Steel Only, each.......... $1 25 
BURRS. 
Copper Burrs only.........- 40% 
BUTTS. 
Steel, antique copper or dull 
brass finish—case lots— 
4x5 %4—oer dozen pairs $3 +4 
oan Bevel steel inside 
sets, case lots— 
sesnendcead per dozen sets 8 60 
Steel bit keyed frent door 
sets, each ........ eenee 2 00 


Wrought brass bit keyed 
front door sets, each.... 4 00 


Cylinder ree door sets, 
@BCH ..ccccccce tecceeces CH 


CEMENT, FURNACE. 
American Seal, 5 lb. cans, net$ 45 
” “ 10 Ib. cans, “ 


90 
» “  251b. cans, “ 2 00 
Asbestos, 5 Ib. cans wid 46 
POOCTR..ccccceces per 100 Ibs. 7 51 
CHAINS. 
Sher. Steel Safety Chain. 
500-ft. coil, per ft...... .02 
100 to 600 ft., per ft.... .02% 
Less than 100 ft., per ft .03 
[ron Jack Chain. 
Box (12 yds.).....-.s++6. 45 


CHIMNEY TOPS. 
Rev. & 


eee eee eee ee 


Iwan’s Complete 
Vent. 


en 0% 
Iwan’s Iron “Mountain “eniy. 35% 
Standard 30 to 40% 


CHISELS. 
Cold. 


V. & B. No. 25, % in.,each $0 26 
V. & B. No. 25, % in., each 41 


Digument Point. 
. & B. No. 55, % in...... @ 31 
. & B. Ne. 55, % Iin...... 0 48 
Firmer Bevelled 
Round Nose 
b & B. No. 65, % in..... 0 29 
. & B. No. 65, % In..... 0 40 
Socket Firmer. 
Cape. 
V. & B. No. 50, % in..... @ 31 
Vv. & B. No. 50, % in..... 0 57 


CHUCKS, DRILL. 
Goodell’s, for Goodell’s Screw 
Drivers st less 36. 40% 
Yankee, Screw 
Drivers --$6 00 


eeeeee 


Adjustable. an / 
Not 106, Door Grease 


-$22 00 
Carpen ters 
Steel Ber. -List price plus 20% 


Sherman's hg brass, 


CLINKER TONGS 
Front Rank, each...... coesten 
Per doz. 


CLIPS. 
Damper. 
Acme, with tail pieces, 
DOP GOR. accccseneocece, $1 2% 
Non Rivet tall pieces, 

OOP GE -seascccstsccaas 26 
COPPERS—Soldering. 
Pointed Boofing. 

3 lb. and heavier....per Ib. 

2% ID....... merry re tall oS 

Oe Uceeccconttc, Se 

1 Bc ccecccccccesece “ — 60e 
CORD. 


No. 7 Std. per doz. banks. .$10 85 
No. 8 iad “ it} i) 12 06 


CORNICE BRAKES. 
Chicago Steel Bending. 
ree. 2 GP SG Bonccsesascssa 10% 


COUPLINGS, HOSE. 
DG: bc kcccccedend per doz. $2 26 


CUT-OFFS 


Kuehn’s Korrekt Kutoffs: 
Galv., plain, reund or cor. ré. 
4e 


Standard gauge ........:. 
De GED Seceewsceeescuaad 16 
DAMPERS. 

“Yankee” Hot Air. 

7 inch, each 20c, doz...... $1 76 

& - ~~ oe  «<aeee 2 40 

9 -” + 2 |: Saean 2 765 
10 » as " esceme 3 00 
Smoke Pipe. 

FT See, GREReeccccsccccses $ 35 

g - ww wenee eccccccce 40 

9 — © cesenesauoeses 60 
ee © saewses eeceses 60 
12 is * caenudecewanl oe 
Reversible Check. 

8 inch, each...........+:- $1 60 
9 “  6uecuueteveess 1 7 
DIGGERS. 

Post Hole. 
Iwan’s Split Handle 
(Bureka) 
4-ft. Handle...per doz. $14 00 
7-ft. Handle...perdoz. %8¢ 00 
Iwan’s Hercules pattern, 
DOF GOB. ccccceccccccess 14 90 
DRILLS. 


Vv. & B. Star, 12-inch Length. 


» 5/16 and % each....$ 26 
» BEE wccsccececacecesse 86 
DZ, GREM ccccccccsecccccces b4 
1%, each ..... 81 
Vv. & B. Star, 18- inch Length, 
5/16 and %, each....... 33 
BH. GRO ccccccccccccscces 465 
Te GREG  ccccccs n609s0seubs 69 
1%, each .......-. peeked 1 66 
EAVES TROUGH. 
DONEE _cavcceccececoveenescees 
Galv. Crimpedge, crated... 70-5% 


~ ~qetaeinnennaoner Pipe. 


BGS n0cccoseces 
Galv., plain or corrugated, reund 


at. 

"Grtm , std. uge.........60% 
¢ Gauge Sta gauge. er - - 408 

FY Gauge Std. gauge.... 


Portico Elbows. 
Standard Gauge Conducter Pipe. 
wee a, corrugated. 
ot ne oesseeeseees 
Nested solid ........--- 70 &5% 


ELBOWS—Steve Pipe. 


- ted. Uniform 
l-piece Corruga Des. 
DA... sepscsanapewes eee 
6-inch eeeteeeeeeeeeeeeeeeee 1 6 
FE, dhccaatenneaneseness<. Ne 
* Des 
a ee rr 
THREE civcccds eewendeees sco Oo 










1 2% 
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Terne Plate =" 
Specialists 


Since the beginning 
of -the industry in 
this country. 


shown here ranging 
from 40 to 8 pound 
have proven their 
unusual lasting qual- 
ities by years of 


Write for samples. ; 
actual service. 


A LARGE stock of all brands always carried in stock for immediate shipment. 
Also manufacturers of “Osborn Quality” Gutter and Conductor, 28 gauge 
being our standard 


Let us quote on your requirements. 


THE J. M. & L. A. OSBORN CO., CLEVELAND 


Sheet Metal Workers’ and Furnacemen’s Supplies 


























PERFORATED METALS 


> a Pee sd 
s : Wereyour last sheets 


SOFT ? 


Inland 
Open Hearth Galwanized 











— , . ~_ and Shapes of = : 
n Stee nc, Brass, Copper nplate, etc. 
For All Screening, Ventilating and Draining 


EVERYTHING IN PERFORATED METAL 











pesseurrrense® 








IL. 


| THE HARRINGTON & KING PERFORATING Inland 
| Digna w vonn oericmaia wimeaty st, ae Open Hearth Box Annealed 
Inland 
Steel Ceilings Open Hearth Blue Annealed 


Side Walls and Cornices 


Only first quality material used 
Many neat designs of character. 


Write today for our complete cata- 
log giving descriptions and prices. 


are soft and workable 
and INLAND COPPER 
Alloy Quality insures 
LONGER LIFE: 


INLAND STEEL COMPANY 
38 South Dearborn St., Chicago 


| THE W. J. BURTON CO. ae WO ~ Branch Offices. 


Junction Ave, and Federal St-and Detroit, Michigan Chicago Heights, ILL. St. Paul 














| ees 
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Uniform, Collar 


6-inch 
6-inch 
T-imeh ... 


wn 


FILES AND 
— 


Black Diam 
Great Western 
ey & 


eee 
eeeeeee . 


Nicholson ..... 
Simonds ........ 


Ashton Mfg. Co. 
“.. line 


No. Dak So 


= San Angel 


Double Blast Mfg. 


Vesuvius, F.O.B. 
(Extra Disct. 
quantiti 


12 


ORS ieee 
case 


eee eeeeeeeeeeeewee 


eee eereeeee 


See eee eeeee 


Foot..... 


GLASS 
Single Strensth, A 
Double Strength, A, all ae 


GREASE, AXLE. 
Frazer’ 
1-Ib. tins, 36 to case, 
accvronsoccees OOO 
24 to case, 


eee eeeeeeree 


per 
ithe fos Ber fs 


Adjustable, | a 


s cua eS aipeaseeaaee on 


WOOD FACES—50% off list. 


; FENCE. 
} Field Fence ccccccccoccccecoGe 


Heller’s (Am-rican)....... 45-5 9% 
oan 


5% 
0 10 
5 


seers . 


FIRE POTS. 


and Torches. ..52% 
pa mare Co. 

No. 1 Furn. Gasolene with 
Now B Fu shield, 1 gal.....$ 6 75 

Furn. ‘Kerosene, i 
(hens eanee coves 26 28 

No. ie ‘Brazier, Kerosene 
r Gasolene, 10 Is... 47 52 

No. < em, ~ ses ene or 
Kerosene, auasas 7 92 

= 83 ky SEE 

Oe .sicitdsricns ‘ 40 
Ne 86 Torch, Gasolene, ‘i 5 
Mie dsbesesecssaee O66 


Clayten & Lambert’s. 


East of west bounda line 
Province = of Manitoba,” 


of 
Canada, 
kota, Ne- 


braska, onsen Oklahoma, Am- 


© and Laredo, 


eet ee ew weees 


.62 
West of above ‘Doundary line: eit 4 


Geo. W. Diener Mfg. Co. Ea. 
No. 02 Gasolene Torch, 1 
i . wengenbdasabaowonse $ 5 55 
No. 0250, Kerosene or 
Gasolene Torch, 1 qt... 7 50 
No. 10 Tinners’ Furn. 
Square tank, 1 gal..... 12 60 
No. 15 Tinners’ Furn. 
Round tank, 1 gal.... 12.00 
No. 21 Gas Soldering 
7 gpeiinne--pecayaes 3 60 
No. 110 Automatic Gas 
Soldering Furnace .... 10 50 


Co. 


Gasolene, Nos. 25 and 35...60% 
Quick Meal Stove Co. 


St. Louis 30% 
for large 
es) 


Chas. A. Hones, me 
Buzzer No. 1 coccccovces OF OO 
B wccosccccce Sn Oe 
_- De: edeece at «+. 18 60 
2 - Oe. ow oocce Be 
sie GE tececeeurses 19 00 
FREEZERS—ICE CREAM. 
Peerless and Alaska 
BGS ccccccesoeccecsss sft 
wy MES coeveescsccce eee 8 45 
© Pe 4 esecoe $e0eeseeece 10 
White Mountain 
quert ..... coccesccccecte OD 
ON eee évacceove 90 
7 ne  shetdceteceucaces H 70 
GALVANIZED WARE. 
Pate (Competition), 8-qt. oo 082 95 
0-qt. cocccscccegceses 2 25 
iaeat: oneeeed enti neee cooee BO 
EOE crevesensceecevereosr 6 Ue 
es -y Cum, Me Bicccccces dS FS 
Ccccccececececcece «+e 7 00 
No. 3 éceannes coccccccccese 8 BB 
GARAGE DOOR HARDWARE. 
DRE ccccccccccctbcvees Mime 
GAUGES. 
Marking, Mortise, etc.......Nets 
Wire. 
Disston’S. ....2.eceeeeeee es 2b% 
GIMLETS. 
Discount .........65% and 10% 


and 2. 


5% 
$456 


7 80 


T 
M.... 10 40 


lozgen.... 18 80 








36-Ib. tins, per 4 





lozen.... 19 80 


HANDLED. 
All V. and B. Bach, net 


Blacksmiths’ Hand, Ne. ¢, 


BOOB, oc cccccecccccccsees Gh 


Engineers’ No. 1, 26-0z..... 1 


Farrier’s, No. 7, 7-08.......- 93 
Machinists’, No. 1, 1-0z..... 78 
Nall. 
vem, | No. 41, 26-os. . 
weepem, No. “ax, 16-oz., 5 
Vv. & B., No. 11%, 16-ez. 
each .... secoge 2 OB 
Garden City, No. ‘Ti1%, 16- 
OB, CBOR occccccccccces 87 
Tinner’s Riveting, No. 1, 8- 
@B., CBOR .nccccccccccccces 82 
Shoe, Steel, No. 1, 18-oz., 
GROOM ccccccccccccccscceces 5 
Taek. cccccccccce 
Magnetic. 
©. 6, 4-0z., each...... 72 
HAMMERS, HEAVY. 
Paertes’s .... -eoene ee 
Mason 
Single and Double Face....50% 


HANDLES. 


Hickory, Me. 1... per, doz. 
Hickory, No. 

ist quality, second growth 
Special white, 2nd growth 


Chisel. 
Hickory, Tanged, Firmer 
Assorted «+ee-e-per doz. 65c 
Hickory, Socket » rmer, 
Assorted ........ per dez. 70c 


DERs ccccecsecsocss cee Ge. BB 
Hammer and Hatchet. 


No. 1 per doz........... -$0 90 
Second growth “hickory, 
per doz. ..... cecececece 1 50 
Soldering. 
of ee oungedonen $2 40 
HANGERS. 
Conductor Pipe. 
Milcor Perfection Wire,...25% 
Eaves Trough. 
Steet hangers ......... -80% 
ple Twist wire....... soon 
Mileor Eclipse Wire.........20 
Milcor Triplex Wire..........16 
Milecor Milwaukee Extension.16 


Mileor Steel (galv. after form- 


ing) List plus........... 12%% 

Mileor Selfiock E. T. Wire, 
EE -E  o6 0400800 s000008 40% 

HASPS. 
Hinge, Wrought, with staples, Net 
HATCHETS. 

Vv. and B. Supersteel. Each 
Broad, No. 1, 24-oz......$1 43 
Half, No. 1, 16-oz........ 1 25 
Half, No. 3, 37-oz........ 1 37 
Claw, a eA 19-oz........ 1 81 

No. 1, 20-0z..... 1 43 

Shin ling, No. 1, 17-oz.... 1 20 
hing, No. 1, 14-02..... 1 20 
athing. No. 2, 17-02..... 1 256 

Vanadium Steel. 

Half, No. 62, 22-0z....... 82 
Underhill Pattern *Lathing, 
9 TOW, 19-02.......++6.- 2 29 
HINGES. 


Heavy Strap, in Bundles. 
: inch, dozen DIB. sseeeees 1 


eeereeeee 
o oe ii] 
ereeeeree 


1 
5 
9 
2 

ay ig ~ Heavy T in Bundles. 
4 inch, dozen DIB. ee eeeeeeSl 
oo oo oo eeeeeeeeve 3 
9 


o o oe 
eeeeeeeee 


HOOKS. 
Box, 
V. and B. No. 9, each... 


Conductor. 
MICOP .nccccccscccccess 
“Direct Drive” W 
Iron for wood or brick 
Cotton. 
Vv. and B. No. 8, each... 


Hay. 
V. and B. No. 1, each.. 


15% 
24 
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Bar Meat. 
Vv. and B. No. 26, %”, 
eac aseegeceuases eo 
Vv. and B. No. 38, a 
COCR cccccccscccccece 16 
Screw Meat. 

Vv. and B. No. 2, per gro. 6 Se 
Butchers’ “8.” 

V. and B. No. 6, each.. on 
Vv. and B. Ne. 8, each.. 11 
HOSE. 

-in. 2 pl ded. .9 on is%e 
ein: ona perepiegene eto 100 
%-in. wrap eeccee 18%c 

HUMIDIFIERS. 


“Front-Rank,” Automatic, 

In single sees 
In lots of 10 or more....50-5% 
In lots of 25 or more. .60-10% 
Vapor pans, etc., each.....50% 


IRONS. 


Sad. 
Genuine Mrs. Potts, nickel 
plated, PT Ot. .c.0eee-Fl 55 
Asbestos No. 70, per set. 2 10 
Asbestos No. 100, per set. 2 30 
E. — Stearns’. 
OA Corner, doz. sets $3 ge 
No B 


KNIVES. 


Butcher. 
, Bagehwood Handles, 6-inch 
a 


eeteee 


r) 
Bogewoes Handles, “?-inch 


cecnecee® 
Beechwood Handles, 3-inch 
BIRGO cicccncccccccceee cde 
Cooper’s Hoop. ......-- cee ee 85% 
Drawing. 
tenders. odveewveceececeocenn 
Adjustable ..... ~-25% 


ose “carpenters. eccce : 325% 
Hay. 


eer Solid Socket....... 38% 
Iwan’s Sickie “Bdee...... 772 % 
Iwan’s Imp’d Serrated... 25% 
Hedge. 
Challenge ......... cocccccese® 
Disston’s No. 1....+.+++++-35% 
Putty. 
COMMON ccccccccs eevcccee 25% 
EAMETS ctecévoceers ccoceke ee 
Scraping. . 
Beech Handles ........ + - 25% 
LANGOEPS cccccccccccccccces 25% 
KNOBS. 
Door. 
Mineral cccccces per doz. $3 00 
Porcelain .....-.. 2 00 
Je eeoccccccccces ag 2 60 
ste LADDERS. 
Common, BOP Breccccesceses 28c 


Gapmen, with Shelf, ada 16e 


Seer ee eeeeeereeeeses eee One 


Chailenge, 6 to 9 ft.........55¢ 
BD WO BG Gece ccccccccetccescl®S® 
Kant-Break, per lineal ft...75c 


LANTERNS. 
Per doz. 


Monarch tin, hot blast....$ 8 25 
Dietz No. 2, cold biast..... 13 00 


Best tubular ......e-+-002. 8 36 
Competition lanterns No. 6 
UBUIAF ccccccccccccccces 8 90 


LAWN MOWERS. 
soccece ees G8 98 20 


12-inch 
16-inch 
Ball Bearing. 

4 —* adjustable bear- 

GH oc ceteccccencssonscioéioge 

16” eeccecccoceces - 7 80 


LEATHER BELTING. 
From No, 1 Oak Tanned Butts. 
Extra heavy, 18-OZ....e000% 5 
Heavy, 16-0... csc ccc eeee se 40% 
Medium, 14%-0s. .....+++-40% 
Light, 180m, ... .0s++05+-50% 


LEATHER LACING. 


Cut, strictly No. 1...........45% 
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LEVELS. 


Disston, a $8 40 ry eee 
«“ No. 33. 3 32 
Sha 


wor 
sesasstese 


a 


. e in. gr. glass 
yon No. 1 nao 
bed WO, DB AGMccccccce 
* 24-86 in., each.... 
as 28-30 in., each.... 


me coors 


LOCKS. 
Barn Door. 


No, 60 Stearn’s..per doz. $11 9 
Ne. 80 ” os 20 0% 


MALLETS, 


Carpenters’. 
Fibre Head No. 2, per doz. $12 9 
- No. 3, “4 15 60 
ct No. 3%, o 20 60 
Round Hickory 
-per doz. $3 00— 6 0% 


Tinners’. 
BEGMOTT co cécccces per doz.$2 26 
MATS. 
Door. 
National Rigid....5 & 10 & 6% 


Acme Steel Flexible........50% 
MITRES. 

Galvanized steel mitres, and 
caps, end pieces, outiets...30% 

BENGE cccccccccccosccccccces 

Galv. one piece stamped... .40% 

MOPS. 

Cotton, Star (Cut Ends). 
Pounds 12’ 16° 18° 24/-8-oz 
Per doz. $4 00 435 6 50 7 00 

BEnterpriae ......ceee'ses eel bh% 

PAYEE ccccccccce oeeeee 60 & 5% 

NAILS. 

Gut Bhesd .cvcccoccecececces $4 70 

Gab DR. <cccecccccesccccsss OO 

Wire. 


GCOUREAER. ccccccccccccccoee SB 
Cement Coated ......-.s005 3 


NETTING, POULTRY. 
Galvanized befere weav- 


Piet .cbiecnesdeuneetssee sO 
Goivantacd after weav- 

SE  .caaaddedeseeideessesssse 

NIPPERS. 

Nail Getting. 

V. & B. Neo. 80.........---78 
Double Duty. 

V. & B. No. 60......2...+- 76 
Hoof. 

Heller’s ......--++---40 & 10% 


V. & B. No. 52, each......$2 28 


NOZZLES. 


Hose. 
Magic .........-per doz. $9 50 
Diamond o 5 15 


OILERS. 


Chase Pattern. 


Brass and Copper.......-.10% 


Zine Plated .........-40 & 5% 
Railroad. 

TONED. cccceccecsececnes tt Gee 

Coppered ....ceeeeeees 60 & 5% 
Steel. 

Copper Plated ........70 & 5% 

OPENERS. 
Delmonice -o++esper dos. $1 8 


Never Slip....--.- 


Crate. 
Vv. & B...per doz. $7 25—11 # 








sssusssee 


3-02. 


% % 
5% 


4 70 
47 


3 80 
3 4 


10% 


- 18 


- Tée 


10% 
2 36 


ase 
=f 
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FOR THE TINSMITH 


E are manufacturers as well as merchants and we 
at all times have on hand a large complete stock of 
everything that you may be in need of 
Try us on your next order. 
This is our motto: 
“EVERYTHING MUST BE RIGHT” 
Write today for our latest catalog 


BERGER BROS. CO. 


229 to 237 ARCH STREET 
WAREROOMS AND FACTORY: 100 TO 114 BREAD STREET 


PHILADELPHIA, PA. 


ARE? 


CONTINUOUS EXHAUST 


BECAUSE of their scientific design Arex Ven- 
tilators exert a powerful ee pe ~y at 
alltimes. They have no esong tnd ‘a 
rigid, light, easily wroatalled. 
sales with more —— Af, —- 
Write for catalog, prices and discounts. 


AREX COMPANY 


J.C. Kernchen, Pres. 


1581 Conway Building Chicago - 
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THE ORIGINAL SIPHONAGELY VE mar 











Any 


Hardware Store 


can always use new ideas to help increase 
its sales. 


Be sure to read the pages of AMERICAN 
ARTISAN AND HARDWARE RECORD 
every week— you will secure ideas which 
you can use to help increase the sales of 
your hardware store. 
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Leaders and Gutters 


Made From Horse Head Rolled Zinc 
last a life-time 


The NEW JERSEY ZINC COMPANY * 
160 Front Street «tablished 1848) New York 
CHICAGO: Mineral Point Zine Co. 
PITTSBURGH: The New Jersey Zinc Co. 


CLEVELAND: The New Jersey Zine Sales Co. 
SAN FRANCISCO: The New ersey Zine Sales Co. 


The World’s Standard for Zinc Products 











Have you seen 


THE BIG VENT 
WITH THE GREAT PULL? 


ALOLUS 
VENTILATOR 


RIGID — STRONG — DURABLE 
Made in all sizes of al] metals. They are reasonably priced 


and we make quick s 


ZZ[OLUS DICKINSON CO, 
Vent Makers Since 1888 
3332-3352 South Artesian Ave. CHICAGO, ILLINOIS 
Telephone: Lafayette 1862-1863 














— 











CORTRIG 


METAL SHINGL 
Why Hand-dipped Shingles Last Longer 


Hand-dipped shingles are first formed out of prime 
]}_ roofing tin, and then dipped in molten zinc. A uniform 
coating adheres to both sides and all edges. 


We also make shingles of tight-coated galvanized 
sheets and of tin. The latter we paint either red or green. 


CORTRIGHT, ROOFING 00. 


Philadelphia Chicago 






































VENTILATORand CHIMNEY CAP 


&f THE 
J strongest and most efficient combination to be had. Has 
no equal for chimney purposes. All jobbers sell them— 
write your jobber or us for prices and catalog today. 
Manufactured by 


OES away with high stacks, swings freely in the 
slightest breeze and positively cures down-drafts. The 


STANDARD VENTILATOR CO. 


LEWISBURG, PA. 
















CLARK-SMITH HARDWARE Co. 


Re eee ee ee ee ee ee ee ee eee ee ee ee UR 


Plecker’s Galvanized Eave Trough and Corrugated Reece Conductors 


Made of 
eS 
Copper Bearing 
Steel 





Costs no more 
Lasts Longer 
Therefore 

ct : 
PEORIA, ILLINOIS 
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PAILS. 
Cream. 
14-qt. without gouge. 
cesee doz. 
18-qt. ‘without “Faure. 
ese -per doz. 
20-qt. “without yauge, 
Gene coc veces men 
Sap. 
at 1c Tin. wa -per doz. 
Stock. 


Galv. 16 18 
Per Me 9 6 10 76 123 76 


Water. 


coves $5 76 


AMERICAN ARTISAN 


$9 60 
11 00 
11 76 


$4 00 
5 60 


20 
14 60 





PINCERS. 
All Vv. & B. 
Carpenters’, cast steel, 
tesa. o 8 12 
Each $043 $052 $061 $071 
Blacksmiths’, No. 10........ $0 64 
PIPE. 
Conductor. 
Interlock” Galvanized. 
Crated and nested (all 
BAUCES) .. 2.2220. 60-THH 
Crated and not nested 
(all gauges) ........60-2%% 


Octa 


Square Cerrugated A and B and 
gon. 


“Interlock.” 


Crated and nested (all 
gauges) 


more Metal and Keystone 
on application. 


ececccees + 60- 





1%% 
Frices for Galvanized Toncan 
Metal, Genuine O. H. Iron, Lyon- 


c. B. 


Steve. Per 100 joints. 
26 gauge, & inch E. C. 
EE ok +s Mee nasawacece $17 00 
26 gauge, 6 inch E. C 
rath bbe en keks ocee 18 00 
26 gauge, 7 inch E. C 
MOMOR cc cccccccccccccccse 319 OO 
28 gauge, 6 inch E. C 
I Rac dicted tat ba ewe 15 00 
28 gauge, 6 inch E. C 
a cd ckhkdadmesns onee 16 00 
28 gauge. 7 inch E. C 
NS oth Sd ice da nae de causal dt a 18 00 
se o eause. 5 inch E. C 
ME #¢dcesadestecee ges 13 0@ 
Pp gauge. 6 hewn & ¢. 
mested ..... ° ° 14 00 
30 uge, 7 ests ‘E. ‘c. 
oa the ueeeees uKeueees 16 00 


eee eweeee 


Furnace Pipe. 


- Wall Pipe and 


per 100 $40 08 


biveseneses eed 3% % 
Single wer Pipe, Round 
Wee WORE cc ccocece 3%% 
Galvanized and Back 
Iron Pipe, Shoes, etc...33%% 
Mileor Galvanized .......... 40% 
PLANES. 
Stanley Iren Bench.......... Net 
PLIERS. 

(Vv. & B.) 

Mut, Ne. 3, each........... $2 60 
7 HE | GieRsseocceccces 64 
7 RO Ts GIs cc ccccces 69 

Gas, Ne. 7, each...:..... os 55 
© By... B GOA c ccccvciece 61 
* Bees BB, GOR. ccccccveoce 87 
Ne. a5. Sage. cm beees 64 

Butten’s Pattern. 

BRO. 6 OREM ecccccccccccccs 61 
Be SOs <ccceccccses 74 
Beouble Duty, No. 106...... 50 


POINTS, GLAZIERS’. 


Ne. 1, 2 and 3..per dez. pkgs. bic 


POKERS, STOVE. 
Wr't Steel, str’t er _ 


sanetnesatans des oz. $0 75 
Nickel Plated, — 
eandles .... 1 10 
POKERS, FURNACE. 
ee weseee + 80 50 
PULLEYS. 
Furnace Tackle.....per doz. $0 60 
Per GTOSB ..o,.cccccccees 6 00 
ap Screw (en- 
cased) ..per doz. $0 85 
Ventilating Register. 
OED ninssecinvensuns $9 00 
Small, per pair..........- 0 30 
Large, per pair........0.. 0 60 
PUNCHES. 
Machine. Each. 


V. & B., No. 11-18, 1%x6..$@ 19 
V. & B.. No, 90, %x9..... 27 


V. & B., No. 10, %x10.... 29 

V. & B., No. 1-6, %x6.... 12 
Center. 

Vv. &@ B., Ne. 50, %x4.....8 14 
Belt. 

Vv. & B.. No. 101-108...... $0 24 

V. & B., No. 108-109...... 33 

Vv. & B., No. 25, ass’t..... 3 80 
Samson Line. 

No. 1 Hand (Doz. lots or 

Tee  scakaes 0% 


No. 2 Hand J 3 doz. lots 


No. 4 Hand 


more...Less 50% 


a ~ sung, Son. ose 

* ots...Less 

No. 3 Bench’) poz. ‘lots or : 
more...Less 40% 


Extra Punches and Dies for 


Samson: 

No. 1 Hand [Less than doz. 
lots....Less 25% 

No. 2Hand |Doz. lots, 
ery Less 33%% 

No.4 Hand43 doz. lots, 
«+seeee- Less 40% 

No. 3 Bench | 6 — 1 9 - Ag 


or 
"Less “40 & 10% 


PUTTY. 
Comevetat Putty, 100-Ib. 
kits ecccsccccccescccccccge O68 
QUADRANTS. 
Malleable Iron Damper...... 10% 


FLOOR REGISTERS AND 
DERS. 


BOR 
Pe. Pe  ssvienvveeedeeekas 20% 
Steel and Semi-Steel.......338%% 
CE <i peccspecdkeeeie 33% % 
Adjustable Ceiling 
WEMCTIMEOTD cccccccccccess 33%% 


Register Faces—Cast and Steel 


Japanned, Bronzed and Plated. 
ee Ee Se cbeuccescees 3314 % 


Large Register a Faces—Cast, 


eg gO rrr 60% 
Large Register Faces—Steel, 
CEES GE Beebe ccceecsodes 65% 


ROOFING. 
Per Square 
Best grade, slate surf. prep’d$1 86 


Best tale surfaced......... 2 20 
Medium tale surfaced...... 1 50 
Light tale surfaced........ 95 


Red Rosin Sheeting, per ton $72 00 


ROPE. 
Cotton. 


Sisal. 
ist Quality, base 14%c to 16%~° 
Bem. B cccvocceceves 18%c to lic 


Manila. 


ist Quality standard 
brands ........18%c to 20%Cc 
No, 3 


eocccccccoceste te 18% 
Hardware Grade, per Ib. 17%c 


AND HARDWARE RECORD 


SAWS. 
Butehers’. 
Atkine No. 3, 14-in...... $12 76 
No. 2, 18-in...... 14 30 
ad No. 7, 16-in...... 16 86 
“ No. 2, 22-in...... 15 92 
- No. 7, 20-in...... 18 056 
“ No, 7, 24-in...... 20 20 
od No. 7. 28-in...... 22 36 
Compass. 
Atkins No. 2, 10-in.....$ 5 45 
” No. 10, 10-in..... & 60 
- Blades, No. 2,10-in. 3 25 
” “ No, 2,10-in. 8 30 
Cross-Cut. 
Atkins No. 221, 4 ft...... $3 03 
- No. 221, 6-ft...... 4 45 
- No. 221, 8-ft...... 6 07 
Hand. 
Copper Burrs only........... 30% 
” No. 96, 2@-in...... 21 70 
Hand and Rip. 
Atkine No. 54, 20-in......$19 50 
No. 64, 26-in...... 24 40 
” No. 68, 16-in...... 18 10 
’ Ne. 63, 20-in...... 22 90 
= No. 68, 24-in..... - 26 60 
- No. 68, 28-in...... 31 45 
= No. 638, 30-in...... 34 156 
Keyhole. 
Atkins No. 1, complete.. $3 10 
” No. 2, complete... % 70 
Miter Box. 
Atkins No. 1, 4x20...... $32 65 
_ No. 1, 6x22...... 38 00 
ba es eee 42 20 
Proning. 
Atkins No. 20, 12-in.... $ 8 45 
” No, 10, 16-in.... 18 15 
Wood. 
Atkina No. 202.......... $719 
= ek Ws bienees ° 8 75 
- Sh. See osencecus 15 60 
” We. 2608. .ccccoce 16 56 
SCRAPERS. 
Rox. 
No. 6, six blades each . 26c 
Hog. 
WO. 6, GROReccccccccccccces 25c 
Floor (Stearns). 

WOO. Bee Ge ccccccess --.$11 50 
SCREEN DOOR HINGES. 
Cast Iron ..... ++++-8Tross $13 00 
GE a8beteckcceenes ” 9 60 
SCREWS. 

Wood. 
PP. TE. Bete ccccccces ----80% 
R. H. Blued ee -+ 18% 
F. H. Jap’ad .. cocccoocetee 
F. H. Brass ...... ee ++ 18% 
R. BH. Brass acccccccss 74% 
Sheet Metal. 
No. 7, %x %,. per gross.$0 55 
No, 10, %x3/16, per gross. 16 
No. 14, %x %, per gross. tT ) 
SCREW DRIVERS. 
Uncle Sam Standard Head. 
3 inches, each....... coos 46 
5 inches, each........... 63 
8 inches, each..........- it) 
12 inches, each..... sscvee 3 
Uncle Sam Insulated Head. 
3 inches, each........ «+8 49 
5 inehes, each...... osecs 67 
8 inches, each...... vaeee 76 
12 inches, each........... 114 
SETS. 
Nail. 
Vv. & B. 
No. 100, in cardbeard 
boxes ........++++-@@s. $1 56 
No. 100, in wooden boxes, 
saneceseeoscsoccscs GU Bae 
Ne. 30, assorted.....des. 38 
oe ee Aboard | Domes 1 26 
No. 5, in weoden bexes, 
vbvestessntess+6ss a aoe 


September 29, 1923. 


Rivet. 
Vv. & B. 
FP@rmer@  . wwe ee eee cc ccee $@ 19 
BORMOTN Bb cccccccccesces e« 
7 eee oe | | 
Saw. 
Atkins Ne. 10....per doz. $8 a9 
- No. 12.... ¥ 6 2 
SHEARS. 
Per Dos. 
Wieksel Plated, Steaight, 6” $12 96 
™ 14% 
o ct) oe 8” 16 iT) 
Japenned, Straight ....6" 11 0% 
aa cooet™ 286 
o o sein 8 18 80 
SHEARS & 
MA ° 
re Sareea $22 00 
Lennox Throatless. 
ye - 35% 
Shear blades............. 10% 
(f.0.b. Marshailtown, Towa.) 
Peerless Steel Squaring. 
Foot Power. 
No. 1—30”, 18 ga. cap...... 15% 
No. 2—36”, 18 ga. cap...... 15% 
No. 4—652”, 18 ga. cap...... 15% 


No. 10—120”, 22 ga. cap...15% 
No. 4A—52”, 16 ga. cap....15% 


Cast Iron Foot Power. 
No. 01, 30”, 18 ga. cap....15% 


Power Driven 
(No. 100 Resten, 2 Shaft Drive.) 


No. 142—42”, 18 ga. cap. ...15% 


(No. 200 Series, 2 Shaft Under- 
neath Drive.) 


No. 242—42”, 14 ga. cap...15% 


(No. 300 Series, 3 Shaft Under- 
neath Drive.) 


No, 342—42”, 10 ga. cap....15% 

No. 372—72”, 10 ga. cap....16% 

(No. 500 Series, 3 Shaft Under- 
neath Drive. 

No. 596—96”, 10 ga. cap...15% 

(No. 600 Series, 3 Shaft Under- 
neath Drive.) 

No. 6120—120”, 3/16” cap. .15% 


SHINGLES. 
Per Square 
ime CERNE) ccccccccocss $18 
SHOES. 
Milcor. 


Galv. Std. Gauge, Plain or 
corg. round fiat crimp...‘ 


26 gauge reund fiat crimp.. 
24 gauge round fiat crimp. . 
CE <6nudetensesesuwens e 


SHOVELS AND SPADES. 


. 


Hubbard's. 

No. A B Cc D 

1 $16 00 14 45 13 70 

2 16 35 14 86 14 10 

3 16 75 16 26 14 45 

7 1710 16 85 16 60 14 86 
Post Drains & Ditching. 


Hubbard's. 
Size A B c 


14” ......$17 15 $16 46 $15 
IO” wncves 17 60 16 75 16 
BH neces 17 85 1710 16 
BOP ncccce 18 20 17 45 16 
17 80 17 


SSass 


Long Handle ...... ” 3 00 


SIFTERS. 
Genuine Hunters, doz....... $2 50 


SKATES. 
, , 
Ice, Men’s and Boys’. Per Pair 


Key Champ —cocier—- Sale 
fin $ 76 


eeeereeserereeeres 
ewer eersrereeeeers 


BOO] .ccccccccccesseees 
Key ‘Clamp Hockey see Sa 
Skate outfits 
Women’s and Girls’. 
% Key Clamp—rocker...- H 
" = = hockey ..- 1 +4 
Ice Skate outfit ......--- sa 


duens $1 56 
newie 1 66 


Roller. 
Ball Bearing—Boy®’ 
Ball Bearing—Girls’ 








ss et: 


sk 
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straight pi 
elbow all ready for use and any size you want. 






Itis si and sound and of the very best 
labor. 


when he needs 


810 North Boulevard 


Make Your Own Elbows, Any Size 


in Two Minutes, with this Machine 


Here is the Most Remarkable Machine ever made for the Sheet Metal Worker—just take your 
ipe—fasten the form or jig to it and in two minutes you have your 3 or 4 piece adjustable 


PURNELL ELBOW EDGING AND CUTTING MACHINE 


We can’t begin to tell you in details about the design, construction and equipment of this machine in this space. 
constructed materials—both installers and manufacturers are using 

aber wg wind with a large stock for the installer and enables him to make his adj stable elbows any size for each job af re, 
Write today for circular giving complete description and price. 


CHICAGO ELBOW MACHINE COMPANY 
OAK PARK, ILLINOIS 









it to save time ang 











CHICAGO STEEL CORNICE BRAKES 
STANDARD OF THE WORLD 










THE BEST apes FOR ALL , ere 
Most Durable, Easiest Operated, Low 

Made in All hs and to Bend All FB! 
Metal. Ov 


er 15,000in use. 


WRITE FOR PARTICULARS 


DREIS & KRUMP MFG. CO., 2915 S. Halsted Street, CHICAGO 





Me LLU LAR LLL LLL a 


Renee HOVTOUERAALDG ANSNSCUNTAALAUAAATSASSLIN NPAT YASUI EGAN AOTNA TONAL 





QMmUsnNUNNNAAANANANUANA NSA A ANNAN ALANNAH 





Absolutely the Favorite in Fifteen Years’ Test 


Nearly 25,000 in use. 








Widest Known and Most Universally Used. 
Simplest Construction. Fewest Parts. 
Easiest Operated and Changed. 


Made in Four Sizes, at present. Others in the making. 
No. 2 Punch, capacity 5/16 thru 4% iron, Length 
23 inches. 







Channel Iron Punch. Capacity % 
thru 4 iron. Punches to center of 


4-inch Channel iron. All parts in- 
terchangeable with No. 2 Punch. 
No. 4 New Tinner’s Punch, capacity 


¥% thru 16 gauge. 
oR = No. 1 Punch, ca- 


aa pacity % thru %4 
iron. 


Ask your jobber 


or write us. 


W. A. . Whitney Mfg. Co., 715 Park Ave., Rockford, Illinois 














C. G. HUSSEY & CO. 


Rolling Mills and d Office, PITTSBURGH, PA. 


Manufacturers of 


SHEET COPPER, BOTTOMS, ROLL COPPER, TINNED AND 


POLISHED COPPER, NAILS, SPIKES, RIVETS, CONDUCTOR 
PIPE, EAVES TROUGH, ELBOWS, SHOES, MITRES, ETC. 


Branch Warehouses in New York, Chicago and St. Louis 




















Quality & Beauty 
IN 
ART METAL CEILINGS 
AND 
SIDE WALLS 


QUALITY—only first quality material is used in making 
FRIEDLEY-VOSHARDT ART METAL CEILINGS AND 
SIDE WALLS. 


BEAUTY—is necessary for the complete and lasting satis- 
faction of your customers. 


Having one of the finest equipped sheet metal plants in 
the country and employing only skilled workers enables us 
to serve you with QUALITY goods having the BEST 
DESIGNS. 


Write Today for Catalog No. 33 


FRIEDLEY-VOSHARDT CO. 


OFFICE FACTORY 
733-737 S. Halsted St. 761-771 Mather St. 


CHICAGO, ILLINOIS 











NEW CHICAGO 
ROTARY SLITTING SHEAR 


Used in Connection with a Cornice Brake 


Guaranteed Will Split 


a Sheet 
to Cut or 
24-Gauge Cut Strips 
at 
Tron Any Angle 





Write now for information 


MAPLEWOOD MACHINERY CO. 


Dealers in New and Used Machinery 


2547-49 Fullerton Ave. CHICAGO, ae 























VIKING SHEAR CoO., Erie, Pa. 


VIKING SHEAR 


Compound LEVER Handle — Removable Blades 


A child can work them 
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SNIPS, TINNERS’. 
Clever Leaf ...........40&10% 
Wational— sos cecicccece -.-40 & 10% 
GORE os cc vceaswscc 0ia6eeeeeseneh 
BWC” ccccccasccccccccccc soe 


SQUARES. 
(Ad4 for bluing, $3.00 per doz. net) 


fry-.... — Vieetbateucees” 
fry and Bevel....... cseccee ™ 


nent ee Oty Fe 


Fox’s «+--per doz. $6 00 

Winterbottem’s .......«... 0% 

STAPLES. 
Blind. 

Barbed §.........perlb. 21@22c 
Butter, Tub....... “  1€6@19¢ 
Fenee— 

nee ee OE ES $5 45 

Gal - 6.16 
Netting. ~ 

Galvanized. ...per 100 Ibs, $6 54 
Wrought. 

w and 






.> 1 ‘Hooks 
ape. Ss, Lee 
"a 


Se alt es 
Extra heavy ...eseeseee ee - 35% 


STONES. 


Axe. 
“SJindostan .... per Jb. New Nets 
More Grite .... 
Washita ....... o? a 
Ne. 136..... -- per doz. New Nets 
@il— Mounted. pe aka 
Arkansas Hard ™ 
Neo. 7....+,.Der doe. New Nets 
Arkansas Soft. 5 inate 
Washita. No.717 “ - 
@il—Unmounted. 
Arkansas ere er H ow. - 
Acetone per th, N Neta 
Lily White. o eo 
ueer Creek... ee oe ee 
ashita ...... ea a 
Sorythe. 
Black seenene Tr gro. New Ni t 
Crescent ..... _ f “ 
Green , REoT ” - 
LaMolle ..... eo e 
Extra Quinne- 
Mn ctcc0eee ” ad 
Red Boson - oe 


STOPS, BENCH. 


No. 10 wren pat- 
OO ccccségusccsd per doz. $11 060 


oe 3 Stearns pat- 


Na. "1s " smith pat- 
ern 


- 16 60 
- 7 00 
STOPPERS, FLUE. 


Common ..........per doz. $1 10 
Meme, BUR. 2. cccccece - 1 10 
Gem, fiat, Ne. 3... ss 1 00 
STRETCHERS. 
Carpet. 
Bullard’s ........per dos. $3 96 
Excelsior ....... & 265 
Malleable Iron.... ‘ad 7 
Perfection ....... 4 6 30 
BD accchusdes és = 4 50 
Wire. 


oO. £ Elwood, =~. H per doz. Nets 
O. 8. Elwood, No. 


SWIVELS. 


Malleable Iron.:....per Ib. 10 
Wrought Steel......per gro. | 60 


TACKS. 
a Posters’ 6-oz. 25-Ib. boxes 
r Ib. Trt 
Upholaterers 6-0z., ‘36-1: 
per Ib....... seree+ BHO 


TAPES, MEASURING. 


Asses’ Skin ..........List & 40% 
THERMOMETERS 

Boa Basi Ss SN Be 

Glass ....-. o 12 00 
TIES. 

Bale. 

Single Leop, carload 

lots cecccecovcctO CH 
wingte Loop. less than 


car lets ......0000+-70 & 156% 


No. 


TRAPS. 
Mouse and Rat. Per Gross. 


Sure Catch Mouse Traps.$ 2 10 

Vim Meuse Traps....... 10 

Short Stop Mouse Traps. 1 80 
Wood Choker Mouse 

coceves BO 

Per Doz. 


Traps, 4 hele... 
Sure Catch Rat Traps....$0 +4 
Dead —_, — _— we ee 


Packed in .. Genes Band Stave 
List per Bushel. 
Sure Catch Mouse Traps 
(360 Traps) coscssee © OS 
Short Stop 1 Mouse Tra 
(360 Traps.).......... 4 60 
Sure Catch t ‘Traps (54 
POPS) nccccccccccsece 3 60 
Short PStop “Rat Traps (64 
Traps) sneeesetesonee ot. 
Assorted Mouse and Rat Traps. 


List es Bushel. 
Sure Catch (216 Mow 
Traps and ae Rat Traps) $4 90 
Short “stop (216 


Traps and 26 Rat Traps) 4 26 
TROWELS. 
Comet. 
Atkins Ne. Sooce eee cone S88 50 
- Wk 6604046 6 60 
White Cotton. r 
Eureka, 4-ply........ per Ib. 30c 
Jute. 
8-ply and 6-ply Bale Lots 22%c 
henenennl 
MESP.cocecece 
Gale. formed ‘or. y eeee + 160-7% % 
VENTILATORS. ‘ 
Standard..........+---30 to 40% 


- Neo.’ 700 oun 


Inch es ..-.. 
DOB. °vote< “ity 13 "oo 1445 


01. 
Doz. ss me rT 18 30 16 *10 


No. 1, Genuine Wentwort 
Lae Saw...per doz. 9 25 
3, Genuine be oy 
Nelseless Saw oz. 12 75 
No. 500, All Steel Frolding 
Saw eccccceesc oper Gem 16 66 
WASHERS. 
Over in. barrel lets 
rer D Edccétasescees dee ae 
[ron an a Steet. 
In, s/s % % h 
10%e Xo ‘Me 7%c 72/5c 


WEATHER STRIPS. 
Metallic Stitehed 


in., per 100 ft......... $1 30 
in., ct a Shoccccceve 2 20 
Wood and Fi 
2 in., oer Moo sr $1 56 
fn., per 100 ft.....c000 1 66 
Hitching wares. Ib. Nets 
a Ne «+-Per e 
Sash— b. i 


°o. Ch 
Smaller lots, per Cen. -..$47 60 


WHEEL BARROWS. 
Common Wood Tray........$3 75 
Steel Tray, Competition.... 4 50 
Steel-leg, garden............ 6 00 


WIRE. 

Plain annealed wire, No. 8 

per 100 Ibs. ...6.6+.222..88 70 
Celvenueet barb wire, per 
Wire cloth—biack * painted, 

12-mesh, per 100 sq. ft... 2 36 
Cattle Wir Ivanized 

catch weight spool, 

SOP BOO TORS svecceccccece, 4 @ 





per spool.......... 98 
Ga Rtedk plain wire, No. 9, 
per 1 PMc cccceccccccete 415 


Stove Pipe, per stone....... 1 10 


Woop FACES. 
60% off list. 


WRENCHES. 
Coes Steel Handle, 6-in..40-10% 
ra - - 8-in. .40-10% 
. ya a 10-in. .40-10% 


12-in. .40-10% 
Coes Knife-Handle, $-tn- .09°203 
o o “ 


12-in. .40-10% 
Cees All Patterns.........40-10% 


WRINGERS. 


No. 790, Guarantee per dos. $49 50 
No. 770, Bicycle ... 47 00 
No. 670, Domestic. . - 43 50 
No. 110, Brighton... - 39 
No. 750, Guarantee.. “ 61 00 
No. 740, Bicycle.... 0 48 60 
No. 22, Pioneer.... “08 36 60 
No. 2, Superb..... ad 26 be 
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ADVERTISERS’ INDEX 


The dash 455 indicates that the adver- 


tisement does not appear in this issue. 


A 
Aeolus Dickinson Co.......... 45 
American Brass Co..........- _— 
American Chain Co........... -- 
American Furnace Co......... — 
American Rolling Mill Co..... _— 
American Steel & Wire Co.... 55 
American Stove Co...27- 28- 29. 30 
BPO. GPG cccsvcciccieges 45 
REE GR. GOs ste cisctesere 49 

B 
Meeeser BPG OO.c ccc ccccccecs 45 
er — 
RD ER Ga cc nccvensovcsease 49 
PE, SE, “Eirincececseccvece ~- 
Brillion Iron Works.......... - 
Bullard & Gormley Co........ 51 
Burgess Soldering Furnace Co. — 
ey a ee 43 

Cc 


Callender Soldering Process Co. 54 
Chicago Elbow Machine Co... 47 


Chicago Solder Co........4... 49 
Clark & Co., Geo. M.......... — 
Clark-Smith Hardware’ Co.... 45 


Clayton & Lambert Mfg. Co... 49 


-Cleveland & Buffalo Transit 


Co. 
Cleveland Castings Pattern Co. 7 
Cen Wee -G <6 cvcccoccce 
Copper & Brass Research 

Association ........ Front Cover 
Copper Clad Malleable Range 

Co. 
Cornish & Co., 
Cortright Metal 


D 
Dieckmann Co., Ferdinand.... 
Diener Mfg. Co., Geo. W...... 
Double Blast Mfg. Co........ 
Dreis & Krump Mfg. Co...... 
Dunning Heating Supply Co.. 


E 
Ewert & Kutschied Mfg. Co... — 


F 


WOOT BE Tee wctccecccncsce 7 
Farquhar Furnace Co......... 5 
Federal Varnish Co...........- 
Forest City Fdy. & Mfg. Co.. 
POR Perenee CO. <2 sc cciceveds 
Friedley-Voshardt 
Furnace Fan Corp............ 


G 


A. ee ere 
& Kahler..... 3 


H 
Hall-Neal Furnace Co........ 
Harrington & King P’f’g Co. 43 
Hart & Cooley 
Haynes-Langenberg Mfg. Co.. — 
Heller Bros. 
Henry Furnace & Fdy. 
Hessler Co., 
Hess-Snyder Co, .....+seessees ‘ 
Homer Furnace Co........... 
meemem,. 30... COM Bsc cicees der 
Honeywell Heating Spec. Co.. 
meeees West BROT 6s ccceccande 
meaner S&S Ce., GC. Gis ccccceces 
Hyfield Mfg. 


Roofing Co.. 45 


Gerock Bros. 
Gohmann -Bros. 


me 
I . 
< > 
“ie dt 
n on 
ano 


a 
Pi 

co) 

a] 


Independent Register & 

Co. 
Indiana Stove Works......... 
ns THOUGE GR. ok scan ccasewce 43 
International Heater Co...... 
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